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Gre Harvest oe South 


Through the efforts 
of the Philadelphia 
Record a_ steamship 
line has just been es- 
tablished between Phil- 
adelphia and Savan- 
nah. It has opened 


up an exceedingly rich 
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market. 


It is such well-directed, successful 
business efforts that have made 
THE RECORD valuable to busi- 
ness men. It goes to their offices 
~ and homes. It works for its sub- 
*scribers’ interests, that is one of 
the secrets of its circulation of 


190,000 Daily 
160, OOO Sunday 


This is by far the greatest cir- 
culation in Philadelphia. 


Bert M. Moss, the Omega Oil wizard, says “the 


Philadelphia Record 


- 


is undoubtedly a very great advertising medium.”¢ 


25c. a line daily. 2O0c. a line Sunday. 
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The contest for com- 
mercial supremacy is on. 
The United States are 
destined to be the big- 
gest factor in the com- 
merce of the future by 
reason of natural ad- 
vantages, resources and 
superior ability. 

It means greater mar- 
kets, sharper competi- 
tion at home and abroad. 

It requires more and 
skillfully directed adver- 
tising. 

Under equally favor- 
able conditions, the 
manufacturer with the 
best taken care of adver- 
tising willhave and main- 
tain a decided advan- 
tage over his less alert 
competitors. 

We aim to be of valu- 
able aid to manufact- 
urers of the first-class 
type. 

We plan, write, illus- 
trate, print and place ad- 
vertising; we do all or 
any desired part of these. 
Call on or write to 


George P. Rowell & Co., 


ADVERTISING AGEN 


1Q Spruce Street, 


New York. 
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ROCKWOOD'S ADVER- 
TISING. 
PHE NOTED METROPOLITAN PHOTOG- 
RAPHER PUTS FORTH AT LENGTH 


WS ON ADVERTIS- 
OF GREAT MEN 


INTERESTING VIE 
ING—PICTURES 


AND PHOTOGRAPHERS — MORRIS 
PHILLIPS QUOTED — NEWSPAPERS 
THE BEST OF MEDIA, 


Rockwood, the pho- 

of 1440 Broadway, 
whose advertisements 
a number of the dail 
the evening sheets, in 
inquiry of a represent- 
INK who called 
said : 
a point to take 
what seems ih most expensive 
of advertising. That is, I take 
space on the front page. And it 
pays—far better, in my opinion, 
than it would if I paid less and 
took less prominent space.” 

“Mr. Rockwood, on what did 
vou build up your reputation?” 

“TH tell you my story succinct- 
ly, and let you determine that for 
yourself. I was born in the very 
year that photography was estab 
lished as a trade. Daguerre had, 
it is true, invented his in 
1832: but it was 1837 before it 
had been commercially perfected 
[ began business photog- 
rapher in May, forty-one 
ears ago—and been in it 
continuously ever I got my 
vogue from the publication of pho 
tographs of both prominent men 


George G. 
tographer, 
New York, 
grace quite 
notably 
reply . the 
ative of PRINTERS’ 
upon him — 


‘Yes, I make 


ies, 


process 


as a 
1859 

have 

since. 


and babies. Which of these in- 
ured most to my reputation I do 
not know, but I have the largest 
collection of the former, I think, 
in the world. But it was my con- 
nection with the  instantancous 
process which familiarized = my 
name to all The process was 
perfected in this country in 1877, 
ind abroad very little earlier lor 
learly two vears my process held 
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ADVERTISERS 
NEw YorEK, N. Y., Post-OFFIc F, JUNE 29, 1893 
APRIL 3, 1901 No. 1. 
the public favor. Then, recogniz 
ing that it would be to the advan 
tage of all, and of course, there- 
fore, to my own, I induced others 


to adopt my process. I even went 
to the length of teaching them, 
notably in the case of Sarony, 
who was very grateful to me.” 


‘That was surely enlightened 
self-interest.” 
“IT think so, and I believe that 


to-day I am still the youngest 
man in the | always ready 
to experiment and adopt anything 
that might prove improvement.’ 

So many interruptions 
inevitable that Mr. Rock 
wood promised to jot down his 
advertising thoughts and mail 
them. 

Thi S he 
interesting 
result : 

[ first began business in 
Thirteenth street and 
in a district which was 
upon as far more away 
‘city’ than is now 
Heights, and, in fact, 
said [ might just well have 
gone to Harlem. Union Square 
was surrounded on all sides with 
dwelling houses, a big school, and, 


MusSINess— 


seemed 


to be 


did, and the following 
communication the 


is 


1859 at 
Broadway 

looked 
from the 
Fordham 
my friends 


as 


[ believe, one small hotel, but I 
said “that good work and judic 
ious advertising would bring the 
people up town to my establish 
ment.” After two years as gen- 
era! utility man with the Troy 
Daily Times under John M. Fran 
cis, I had learned the value of 
printers’ ink, and carried under 
my straw hat the combined per 
sonality of a local reporter, tele 
graph messenger, commercial 
writer, proofreader, associate edi 
tor and advertising agent. fro 


quently starting out to work up a 





torv’ of the manufacturers of 
city of Tr y and thus bring 
them before the world and. thei: 
\dvertisement into our paper. I 
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lon, gensides, mys git e1rye.of the 

st “Rupboca! ese ome Peavgttising. I 
heat oth? Sdostingin shed **furrier 
and adyertisetes dbx. > Shayne, say 
that.” ‘eavdhai Subg-eNgoukl always 
bring i&s ne fihlésstetie eobd goods ; 
I believe I have kept my compact 
with the public and therefore find 
a reasonable reward.” These 
words of Mr. Shayne impressed 
me as a perfect confirmation of a 


theory that I long had had, that 
premising the best goods, there 
was no limit to judicious adver 
tising and its results. I had an- 
other lesson in advertising once 
when I took a column in the New 
York Herald. My _ old friend 
Morris Phillips was after me the 
next day, saying, “you are alto- 
gether too muscular in your ad 
vertising; don’t you know,” said 
he, “that the sledge hammer 1s 
not so efficient as the dropping of 
water upon a stone?” or words to 
that effect. I had been talked into 


this experiment of “a sledge ham 
mer blow” by an advertising agent 
and against my own convictions. 
Since then I have always had a 
decided impression that the con- 
tinuous, never-out-of-breath ad 
vertiser was the successful one. 
For instance, if [ should advertise 
very strongly for one month and 
then stop, it might do a little good, 
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THREE 
$ mi DOLLARS $ 
PER DOZEN. 


CABINET SIZE. 
1440 BROADWAY, 


40% STREET. 





but I really believe that it would 
be money almost thrown away. It 
is the everlasting reiteration, ne\ 


unending pounding 


er-ceasing, 








INK. 
that does the business. As Mor 
ris Phillips put it, “from a strong 
blow you can recover, but the 
everlasting scratching will wear 
out the patience; or, reversing the 
figure, will impress the public 


sooner or later.” If one is a Macy 
or a Wanamaker or a representa 


tive of any of these big houses, 
then the catalogue style is effec 
tual. Definiteness of purpose is 
another point that should always 
be uppermost. If I say “Rock- 
wood'’s photographs” a _ million 
times, it may do me some good, 
but if [ say “Rockwood’s photo- 
graphs at blank dollars per doz 
en,” I have conveyed an absolute 
fact or statement to the reader of 
that advertisement. It is the in 
definiteness of advertising that 
most often causes a miscarriage 


and loss of the money invested 
I have often been surprised at the 
expensive advertisements, which 
left me to say to myself, ‘well, 
some day when I have the time, 
I will write those people and get 


their prices.” Of course that con 
venient time never came; so also 
is the result with the great read 
ing community, and, I might say, 
consumers. I believe the most 
expensive — is in the 
Ladies’ Home Journal, the rate of 
which at the last quotation was 
seven dollars per agate _ line. 
There was an ad recently which 
attracted sufficient attention to 
have me read it through. It des 


ignated an article that I thought 
I would like, but at the bottom it 
said simply, “apply to the ad 
dress.” That must have cost 
nearly $400 for the item, while 
the fact which was the most im 
portant for the reader to know. 
the price of this new-fangled and 
evidently convenient article, was 
omitted! It is like telling the 
public that you have great se 
cret to impart concerning a very 
wonderful article. if they will 
kindly call in and see you. 

This is another wav of advertis 
ing: Great brevity of statement, 
and making it so short, and yet so 
telling, that the victims are nailed 
before they can defend themselves 
If that can be put in quaint but 
legible type or en iblem or. state 
ment as to instantly catch the eye, 
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you will have accomplished your 
purpose. I am _ not conceited 
about my own ability, but I be- 
lieve that my little advertisement 


| Cabinet Size | 


Rockwoods 
D pramoos. FAMOUS 
Ph hotoe raphs 





|PerDozen | Broadway & 40" St NY. 

now running “pry the press is 
almost a model of that kind of ad 
vertising. This, of ¢ — only 
applies to a business de iling or 
making one general article or com 
modity. The grocer, dry goods 
man or hardware man, with his 
multiplicity of goods, requires 
different treatment. As to the 
question of circulars, car advertis 
ing, theater programmes or news 
papers, I am convinced that the 
legitimate press is far better than 
any other system of advertising, 
although I have experimented, and 
still do occasionally fire, what I 





believe to be a scattering shot. 
In my business I have found it 
of use to thrust under the noses 
of the public specimens of my 
work in the form otf reproductions 
halftones of beautiful subjects. 
This will cost to reach every fain- 
ily not less than about four or five 
cents; that multplied by 20,000 
runs up to a figure which leaves 
one to discuss at once whether 
the same amount put on to the 
front doorstep of a newspaper 
wouldn't have brought larger re- 
sults: but I don’t take it upon 
nyself to decide an enigma that 
has puzzled the best brains of the 


day. At one time there was sent 
to me a series of one hundred 
photographs of professional ad- 


all parts of 
into a “com 
of this 
presented a 


vertising agents from 
the country to make 
posite picture.” The 
“composite picture” 
scries of the most remarkable 
brainy men that I have ever 

If I am to sum up the evidences 


units 


seen 


of my business life, and possibly 
quite as much from my _ personal 
observations, I should say that 
daily newspaper erve the ordi 
lary daily wants of life For 


book notices, works of art, and the 





things that are rarely wanted (ex 


cept by the leisure class), the 
weekly and monthly magazines 
might demand a front seat. The 
New York public is a busy fellow 


and so rushed with work that the 
most of his reading is done on the 
cars to and froin home. In order 
to reach him with an advertise 
ment, it must be a sort of a “coup 
de newspaper,” that strikes him 


defenseless and unawares. I am 
sure of one thing, however, that 
the man who starts in to advertise 
for a short time and then ceases 
has thrown his money away, un 
less his ad be a want or a sale and 
the object is accomplished on the 


first publication 


\KY BAG 


BOY, LI AND GEESI 
One of the nuch advertised patent 
is a sign in the street cars 
which causes 
picture which 
xt, is that of 





leaky ig 
the picture in 
Stinctively comp ires the boy to the ad 


vertiser 


and the flock to the patrons 
Duluth rald 


(Minn.) 


means good 
bread and 


a251 








CONSOLATION BY CIR- 


CULAR. 





When a mail patient of the 
World's Dispensary Medical As 
sociation, of Buffalo, N. Y., fails 


to recover as soon as he had hop- 
ed, and voices his complaint by 
letter to his physicians, that con- 
cern replies by what is evidently 
a typewriter circular reply, since 
the name at the top is in slightly 
different ink from.the body of the 
letter, which reads as follows: 
Your favor is duly received, and we 
regret very much to learn that you do 
not improve as rapidly as you had an- 
ticipated. : : 
You must be aware of the fact that 
two patients may have the same disease 
and take the same medicine and_ yet 
one will recover,in half the time of the 


other. All that we can do is to supply 
proner treatment and await results. If 
you are one who will recover in the 
shorter time then you are fortunate that 
your system is so readily influenced by 
remedies. If, on the contrary, it takes 
you the longer term, we .see no reason 
for feeling discouraged. We supply 
you with a treatment which our ex 


perience has taught us to believe is the 


best. We wish we could do more, but 
we have no supernatural powers, and 
the days of miracles have passed. Re- 
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covery can be hastened to some extent 
by a strict observance of hygienic laws. 
Even then it requires patience and per 
severance. to succeed. The disease has 


not appeared in a night, but it has been 
months and perhaps’ years in reaching 
its present state, so that the morbid con 
dition of the system has become the 
habitual, one. The treatment must not 
only overcome all this, but must remove 
the disease, and to*be perfect must re 
mdve the effects of the unfavorable in- 
fluences upon every part of the body 
which the disease has exerted for so 
long a period. This must necessarily 
take time, and, as we just remarked, 

calls for patience and perseverance. 
With our kindest regards, and hop- 
ing to hear from you soon, we remain, 
Sincerely yours, 
DIsPENSARY MEDICAL 
Pierce, M. D., 

--- 
THE FIRST THING. 
The first thing for an ad to do is to 
tell the facts about an article or .a busi- 
ness. The manner in which the ad is 
displayed or the design that is to illus- 
trate it is surely a secondary considera- 
tion. <A pretty or odd design is not 
always good -advertising, and it may be 
very bad advertising if its use obscures 
or detracts from the real business of the 
ad.—New England Grocer. 
— 


Ass’N, 


Wor.p’s 
R President. 


You can reach more people for every 
dollar the it you spend for the newspa- 
pers than you can get in any other 
method of advertising.—C. A. Bates. 
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On Monday evemng 
there will be a grand farewell meeting to the 
missionaries, the Rev. A. Withey, his son, and 
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Chaplain Wells, of the United States Army, 


eaday evening, ex- | this covaston, 
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Buddha, the Light of Asia, and the Christ, |ene gervice A 
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All the names of this reformer will be ez- 1 ..,.... _— 
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IN dealing with newspapers and periodicals and paying them large sums for 
advertising it often appears essential to the advertiser to know about the 
stability, character, standing and present circulation of a particular publi- 
cation under consideration. The information conveyed by a newspaper 

directory is necessarily brief and touches only upon well-defined lines. A timely 
knowledge of some important detail of the past, present and the probable future 
of a paper may occasionally prevent an unwarranted expenditure. What seems 


gold on the surface is sometimes only gilding. 


The American Newspaper Directory 
Confidential Information Bureau .. . 


with the more than thirty years’ experience of its founders, and with the facilities at 
their command, is willing to convey to its subscribers such confidential informa- 
tion as it may possess. It is often in a position to tell about a specified publication 
just what an advertiser would very much like to know. It will deal only with 
papers credited with a circulation of a thousand copies or more. With smaller 


circulations the general advertiser cannot profitably concern himself. 


PRICE OF SERVICE, $25 A YEAR, STRICTLY 
IN ADVANCE. A SUBSCRIBER RECEIVES REPORTS 
AS ASKED FOR; ALSO PRINTERS’ INK (A JOURNAL 
FOR ADVERTISERS), ISSUED WEEKLY AT $5 A 
YEAR, AND THE AMERICAN NEWSPAPER DIREC- 
TORY (ISSUED QUARTERLY AT $§ A QUARTER), 
$20 A YEAR. AppREss Geo. P. Rowe_t & Co., 
PROPRIETORS, No. 10 Spruce StT., New York. 

















PINKHAM 


Noticing the statement, going 
the rounds of the trade papers, 
that the Lydia E. Pinkham Com- 
pany is spending $250,000 a year 
in*advertising, | thought it might 
be interesting to some of your 
readers to know how this firm has 
increased, and how it began in the 
advertising business locally. 

At the time I refer to, about 
1875, I was learning my trade with 
Charles D. Howard of the Pea- 
body (Mass.) Press. A represen- 
tative of the firm called at the 
office one day, and contracted for 
a four-inch or six-inch ad for a 
year, and it was agreed that, as 
the Pinkham people were very de- 


HISTORY. 


sirous of advertising, and had only 
a limited amount of money to 
spend, they were to be given all 


the credit possible, until their busi- 
ness began to pay. 

With us the advertisement was 
continued, and as office boy I was 
often sent to Lynn, some five miles 
from Peabody. to collect some- 
thing on the Pinkham bill. Some- 
times I would present a bill for 
$10, and get perhaps $2 or $3 on 
account, and this was continued 
for two or three years, during my 
apprenticeship; but as I remember 
it now, I never went there with a 
bill but that IT got something. 

This shows how, from small be- 
ginnings and a limited capital, a 
great business has been built up, 
through persistent newspaper ad- 
vertising. 

During the past two years in 
Lynn, through my connection with 
the Lynn News, I have heard a 
great deal about the benevolence 
of the late Charles H. Pinkham, 
the last surviving male member 
of the family. He was a man who 
kept in touch with the city mis- 
sionaries, poor department and re 
ligious organizations, such as the 
Volunteers of America; and wher- 
ever there were poor families, he 
made it a point to see that their 
wants -were relieved, but always 
on condition that his name should 
not be known in it under any cir- 
cumstances. 

One of the leading grocers of 


the city had a standing order from 
him to 


see that over thirty poor 
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families in the city were cared for, 
and they never knew to whom 
they were indebted for the provis 


ions furnished every week. 

From such a humble start this 
house has grown; and from a few 
hundred dollars and a meritorious 
article a great fortune has been 
amassed, which allows of a $250,- 
000 annual newspaper expenditure 


for advertising.—Albert Vittum, 
in Newspaperdom. 
——s — 
GIRL SANDWICHES. 

A mode of advertising which is in 
much more flagrant ill-taste, to say the 
least, than the most offensive bill-board 
poster, has been adopted by some Lon- 
don advertisers. It is a variant on the 
well known sandwich man method, but 
is the more offensive that it employs 
girls to travel the streets as living ad 
vertising. The business is hardly one 
that would tend to raise the self-respect 
of the worker or go to increase the re 


] 








spect of the observers. London pa 
per tells of two girls, about fourteen 
years of age, who carried two huge 
bouquets, and wore immense hats with 
the advertisement scinhel on them in 
huge gilt letters. They entered a rail- 
road station, where they were naturally 
the object of many indignities. On the 
atform the conductor walked around 
them, and with most of the crowd ex 
mined with about the same degree of 
iriosity and sourteny that they would 
bestow upon me rare specimen from 
the African jungle Boston Transcript. 


Sh ————————— 





As a phy stcian and counselor I ad- 


4 fo test Neurogen. Send me 
your name and address, and L will 
send youa sample boitle free of “charge. 
—Seth Clark, M. oD. 
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A BOSTON ADVERTISER WHO PLAYS THE 
ROLE OF PROF, MUNYON—BUT WITH 
IS HANDS DOWN 








PRINTERS’ INK. 





L4 fants wae GAN 
fs ° sBOSTtar 


Plenty of It 


for the advertiser who takes advantage of the 





great opportunity for profitable-publicity afforded 
by the street cars of Buffalo during the coming 
Pan-American Exposition. All the world is waiting 
for this great show to open. When it does open 
many thousands of people will be on hand to take 
in the sights. To reach the Exposition Grounds 
they will ride on the street cars. While in the 
cars they will, as a matter of course, read the 
cards in the racks. Your advertisement there 
will be seen and read by more than a million 
people. All the lines of street cars in Buffalo, 
Niagara Falls and Tonawanda either run direct 
or transfer to the Exposition Grounds. We con- 
trol the exclusive advertising privileges in all 
these lines. We have a folder telling all about 
the subject—you can have it for the asking. 


GEORGE KISSAM & COMPANY 
253 Broadway, = New York City. 


Branch offices in 15 cities, Buffalo included. 
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MR. BATTEN’S VIEWS. 


On Febeuary 20 Mr. George 
Batten, of George Batten & Co.. 
New York, advertising agents, 
read a paper at the convention of 
the Ohio Editorial Association at 
Columbus, O., on the ‘Relation 
of the Agent to the Newspaper 
Publisher.” The following inter- 
esting paragraphs are extracts: 

I believe I can claim, without 
fear of successful contradiction, 
that 85 per cent of the general 
advertising to-day published in the 
American newspapers is the result 
of the direct creative work of ad- 
vertising agents ; that in but few 
instances is there to-day any ad- 
vertiser whose business was a few 
years ago handled by an advertis- 





ing agent, and who is now doing 
his business direct, doing any- 
where near as much or as suc- 


cessful adv ertising as he was when 
his appropriation was watched and 
guarded by the advertising agent. 

An advertising agent noticed 
the truck of a large non-advertis- 
ing soap manufacturer on the 
streets of a prominent city a few 
years ago. The wagon was paint- 
ed and decorated in a manner to 
attract the passerby and impress 
him with the goodness of this par- 
ticular soap; and the advertising 
agent thought that a firm with suf- 
ficient enterprise to do even this 
much advertising should be in the 
newspapers. It was a long, stern 
chase from that point to the three 
hundred dollar advertising appro- 
pric ition secured later; but that 
Was the beginning of an advertis- 
ing ci ampaign which nas paid some 
five to six millions of dollars into 
the different newspaper treasuries. 

I know of instances where indi- 
vidual advertising agents have ad- 
vanced credits amounting to thou- 
sands, and in some instances to 
over one hundred thousand dol- 
lars, on collateral of faith in the 
integrity of the customer, in the 
article “advertised, in the ultimate 
outcome of the campaign—collat- 
eral that would not be accepted 
by the poorest banker inthe world. 

The advertising agent is ever 
on the lookout for business. He 


a business or an article that 
in his 


sees 


judgment could be adver- 
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tised, and he talks advertising to 
that man until he impresses him 
with his own faith, and gets him 
to try—trust him to do his best to 
so direct the advertising and the 


expenditure that the results will 
warrant a larger order. 
The first indictment, I believe. 


that is brought against the adver- 
tising agent is that he makes such 
low, contemptible offers for his 
business. Did it ever occur to you 
that the man who pays more for 
a thing than the seller will accept 
is a fool? And some of you ac- 
cept these first offers, or they 
would not. be made. 

There are two strong competi- 
tors to the general advertising 
agent. First, the other advertis- 
ing agent; and, secondly and not 
the least by any means, is the 
newspaper publisher. 

I believe that advertising agents 
are always ready to pay the rate 
asked by a paper for space, provid- 
ed it is a fair rate; and by a fair 
rate I mean one low enough to of 
fer a margin of profit to the ad 
vertiser—that it is as liberal as is 
accorded to any other advertising 
agent, and is not given to advertis- 
ers who place their own business. 
You pay us—our profit should be 
considered as a direct charge on 


the newspaper, as much as type- 
setting, or any other salary or 
commission paid. The advertis 
ing agent creates the business— 
starts it—usually directs it until 
it is a stiecess. He takes hold of 
that which is not successful, and 


makes it so. The advertiser thinks 
to save the agents’ profit; you ac- 
cept net rates from him—and who 
is the gainer? Not you—you are 
yetting no more for the space; 
not the agent—surely he is decid 
edly hurt—he has lost a customer, 
and his very existence is threat- 
ened: not the advertiser—he us 
ually does less and less each year 
—gets the idea that no paper is 
necessary to him—makes lower 
and lower offers—uses continually 
poorer papers, and usually retires 
gradually from the field. 

I think I have said enough to 
prove that the general advertising 
agent is a useful part of the pub 
lishing world, and that he does 
his work better and more econom- 
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ically than it could be done in any 
other way. If he is useful, the 
question remains with you, gen 
tlemen, who are his employers, to 
study how best to make him a 
_ still more valuable adjunct to your 
business. We all of us have em- 
ployees, and occasionally find it 
necessary to dispense with the 
services of one of them. Why 
not handle your advertising agents 
in the same way? 

The advertising agent who 
sends out short copy—who places 
a large order when he really has 
a small one—who resorts to un- 
fair means in getting business 
away from his competitors, and in 
“doing” the newspaners out of 
their just dues—should be treated 
the same as any other unfaithful 
amployee. The trickv advertising 
agent I should like to see done 
away with. His competition is 
unfair; he does neither the news- 
paper or his customer any good. 


No one, of course, should be cut 
off without a fair warning, and 
an opportunity for defense and 
explanation. 

Take our leading advertising 
firms to-day. Why, gentlemen, | 
would accent a statement over 
their signature as readily as I 


would a statem-at from the presi- 
dent of any bank in this State; 
and I know in nc business higher- 
toned, broader-gauged, abler, more 
honorable business men than the 
men who compose the member- 
ship of the leading firms. So that 
when you are asked to cancel an 
order, if you put the question 
squarely as to why it is cancelled, 
you will have little difficulty in 
getting an answer that will be 
frank and truthful. The advertis- 
ing agents themselves are, I think, 
comine to see that firm business 
rules and = absolutely impartial 
treatment to all advertising agents 
on the part of the newspapers is 
the best for the agents’ business. 
It is freauently claimed that if an 
advertiser wants the services of 
an advertising agent, he should 
pay him. Granted; but is there 
any earthly reason why the news- 
paper should pay him for dispens- 
ing with the services of the adver- 
tising agent? 


When an order comes. read it 
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you do not under 
stand all its conditions, make sure 
thas you do before beginning pub 
lication. Do-not accept it until 
all its conditions are clear. Once 


care fully. If 


accepted, carry it through in ac- 
cordance with its terms. If the 
position called for is top of col- 


umn and alongside pure reading 
matter, or first advertisement in 
broken column of reading matter 
and alongside reading matter, 
don’t put it way down in the col- 
umn, with two inches of reading 
between it and the next advertise 
ment above it, and claim that it is 
“just as good,” and should be al- 
lowed for, and that the advertis 
ing agent is exacting. It is much 
easier to arrange these matters be- 
fore starting than to settle dis 
putes arising from the non-fulfil 
ment of required conditions. 
It is very easy to find out 
credit and standing of any one, 
claiming to be an advertising 
agent, who applies to you for rates 
and commission. In every one of 
the large cities there are well 
tablished and reputable advertis- 
ing agents whom you know, and 
any one of whom would be only 
too glad to answer an inquiry re 
garding the credit and standing of 
either an advertising agent or a 
proposed advertiser. On the other 
hand, we never hesitate, when ap- 
plied to for credit from an outside 
city, to write to publishers asking 
if they can give us any informa 
tion regarding the worthiness of 
our proposed customer; and it is 
in the very rarest of instances that 
we do not receive a courteous and 


the 


satisfactory reply. 

The remedy for the defects of 
the advertising agent is in your 
hands, just as much as the remedy 
for the defects of the deficient 
clerk is in your hands. The space 
is yours, and the agent should be 
permitted to sell it only on your 
terms and conditions; and you 
should be unwilling to sell it to 


any one else on other terms than 
those you offer him. It takes but 
little time to establish a reputation 
of being a one-rate paper, and it is 
a great saving to us of time and 
patience when we finally know it. 
There are a great many publica- 
tions that the advertising agent 
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never thinks of sending an order ing of business on the plan of 
to at any other than the estab- nothing to hide—is by far the 
lished rate; he knows it would be most: profitable and most comfort 

useless. Any clerk can figure an able way, best for the newspaper 
estimate on these papers, and the and best for the advertising agent 
office boy, when the price is given, and the advertiser. ; 
- make out and send the order. HOW NEW YORE DA DAILIES 

n the other hand, there are many CIRCULATE 

periodicals that we know perfectly Cin cecaGes ok the Mow Sack 
well we are going to be compelled Journal, morning edition, is about 200, 

to make offers. and re-offers, and °°; evening edition, 350,000, The Sun- 


‘ day edition is about 600,000. The New 
compromises and so on, to get the York pay 





per having the next highest cir 


bottom price; and even then we culation is the World. Its morning edi 
are not sure we have it. tion is about 150,000; evening edition 
about 200,000; Sunday edition between 


Mark me, gentlemen, no paper 300,000 and 350,000. The Ses, morn- 
has ever yet lost business by hav- ing edition, has about 150,000 ‘circula 
ing clean, dignified, fair rates and tion; evening edition has about 1 
business rules, The most con- SU44y, edition about | 125,000. 

‘ a. York Herald, morning edition, has about 
spicuous successes in journalism 125,000 to 150,000; Sunday edition 
have rate cards that mean what about 225,000, Miny above ~— a. 

» , apers ire far anc away aneac Oo a 
they say, and business rules that cenentaiinie in point of circulation. The 
cannot be broken. A man can be New York Jribune is rated by various 





firm and strong and yet polite. agg S at from 20,000 to 85,000. The 
a ee saimealial : _ New York Times is given from 20,000 
rhe New Y ork Herald, the La on its daily to 100,000 on its Saturday 


dies’ Home Journal, are just that edition. The Daily News is credited 
way. You say. Oh, yes, it is easy with a circulation of about 100,000 


aR 7 cae - ” , ~ daily. The Press is credited with a cir- 
for them. 1 ardon me ; I know 4 culation of from 30,000 to 100,000. The 
country paper in \ ermont that is Mail and Express is given a circulation 
just as firm and proportionately of about 12,500. = Commercial Ad 

8 ae “ yvertiser is credited with a circulation of 
prosperous. - about 7,500 or less. The Evening Post 

I firmlv believe that the plan of publishes a statement claiming about 






a fair rate card, rigidly adhered to ee. The ving ‘elegré m is cred- 
ar os “irc Ste sec? . stat- ited with a circulation exceeding 100,- 

under all circum tance ; the Stat- Co he Bi rning Telegraph is accord 

ing of actual circulation; the do- ed 20,000 on Sundays. The Advisor. 





Te Fae SS eee oe VAS a 
ZA, ; 


= DEPEND DELS 7 SLA 
Ww 








“ 


I WISH 1 HAD KNOWN YOUR DISPOSITION BEFORE I HATCHED You.”” 
Indianapolis (Ind.) Press. 


U. & HEN; 


PRINTERS’ INK. 13 


Toronto— 


ANOTHER 


—Opportunity.— 


The city of Toronto, Canada, is the metropolis 
from which radiate the lines of trade along which 
go the business life-blood to a population of more 
than six millions. It is one of the two great whole- 
sale centers of the Dominion of Canada—Mont- 
real is the other. 

Toronto is a typical live, hustling, prosperous 
city—just like one of our great American cities— 
the headquarters for vast wealth and center of 
mighty manufacturing industries, the pivotal point 
of all the great trunk railways of Canada, the 
headquarters for lake commerce, a great excursion 
city. 

Toronto has one of the best equipped and main- 
tained electric street car services on the continent. 
It is owned by the city and leased at an annual 
rental to the company who operates it, thus assur- 
ing most satisfactory public accommodation. The 
cars are large and luxurious, service continuous 
every three or four minutes during the day and at 
long intervals during the night. The street cars 
are well patronized night and day. 

The results from advertising in the street cars 

f ‘Toronto are prompt and specific. We want to 


sell you the opportunity to enjoy such results, 


You drop the postal, we do the rest. 
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WESTERN OFFICES: Lal ha llies eal ad % indZ 7 
EET CAR ADVERTISING EASTERN OFFICES: 
Puritan Bioc., DETROIT. 
| Enel St. Paut Bu New York 
— — ~ 





Toronto Orrices: JANES BuiLoinG, 
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1 


March edition of Id 
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In the 
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facts 


TVeTISING 
contributes lowing 


concerning who have 


made fortunes in exploiting medi- 


concerns 


‘ines through agents: 






Che largest hous- 
es in the U1 agency 
ne to-day a ing med 
cines. | to mention 
few of the States Med 
icine Co., | street, New 
York City. Dunlop, is 
counted a millic naire Mr. White, who 


wned the business in Reade street, New 
York, conductes inder the name o 
Lyman Brown, died in Ne York last 
vinter, leaving a fortune of over a mill 
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and printed 1 ter Phere « 1 tew 
exception bn their rarity make then 
inworthy of considerat 
so 
STOP PULPIT ADVERTISING 


“The reading of secular notices from 


the pulpit is a jar to the services; is 
penal objectionable to a_ large 
number of people,’’ writes Edward Bok, 





in the March Ladies’ Home Journal. 
“These folk rightly feel that secular mat- 
ters should be kept as far removed from 
the Sabbath services as possible. And 
they are perfectly justified in taking 
that position. It is a bit disturbing 
when a minister announces that a fair 
will be held on such or such a day, or 
that a 1 seine festival has been ar- 
ranged for a certain evening. All our 


churches cannot abclish pulpit announce- 








ments too soon; many of them have 
done so already. They have never had 
a place there; they are not in keeping 
with the dignity of the pune. Ot 
course, where a church is absolutely 
too limited in its finances to have the 
most modest sort of a leaflet printed 
there is some reason for the continu- 
ance of the method. But whenever it 
is possible the pastors of our churches 
be allowed to adopt the circular 

The minister should not be turn- 

into an advertising medium under 
pretext whatever. Nor should the 
ilpit be dragged from its high place 





its lofty 


‘ It is not a bulle 
tin-board.” 


purpose. 


+~>> 
SoME men 
the advertising 


postpone until 
they should 


to-morrow 
have done 
yesterda 
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Read Printers’ Ink. 


A lawyer should subscribe for Prin TERS’ 
Ink, the journal for advertisers, published 
very Wednesday, very much for the same 
general reason as he for the 
iblest digest of law cases and the standard 





subscribes 





publications on modern jurisprudence. 

The successful lawyer of the present 
time must know more things, and have = 
better information about more things of = 


modern business life, 
who follows a profes 
ERS’ INK, while best 
advertising fraternity, 
per that is 


than any other man 
sional career. PRINnT- 
known among the 
Ss practically a pa- 
interesting for anybody that 
has a keen, quick perception—it’s a stand- 
ard publication treating on the subject of 
publicity and newspapers and their rela- 
tion to practical business life 

The contents are bright, 












versatile, con- 
cise, just in form and manner of a compe- 
tent digest on publicity No man can & 
id without Cuma profit to himself, 
5 per year. Send to cents for 4 sample 
copy. 
GEO. P. ROWELL & CO., Publishers 


New York 


spruce 


Street, 
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BILLPOSTERS FOR EUROPE. 


It will be remembered that re- 
cently twenty American billposters 
sailed for Europe under contract 
to work for the Barnum & Bailey 
Evropean Show Company. The 
men were engaged by W. H. Gard- 
ner, the company’s American 
agent. They were secured from 
all parts of the country, three of 
them from California. None but 
skilled billposters who were high 
ly recommended were accepted. 
In commenting upon the departure 
of these billposters one of the New 
York papers said: 

The significance of exporting 
labor from this side of the Atlan 
tic to Europe is that large organi 
zations are discovering that our 


laboring men can pertorm mor 
work than men engaged in the 
ame kind of employment abroad. 
Those Americans who sailed yes 
tercay will join the show in Vien 
na, Austria, and are under con 
tract for the entire season. They 


will receive for their services from 
$35 to $60 a month and all ex 
penses, including steamer passage 
from this side of the Atlantic. 
While these figures larger 
than is ever paid to billposters in 
Europe, experience has taught the 
company that it saves in the end 
a considerable amount of money 
per man. European cities all have 
billposter organizations for 
protection. They have been great 
ly alarmed by these American la 
bor encroachments, and have held 
public meetings against foreign 
labor entering their field Bar 
num & Bailey's European com 
pany has given assurances that it 


are 


self 


TO PUBLISHERS : 


THE INDIANAPOLIS PRESS 
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is not its intention entirely to ex 
clude foreign billposter employees 
abroad. For billposting, all chief 
cities in Europe have provided 
iron columns. These are rented 
from the city authorities by firms 
which in turn employ only mem 
bers of the billposters’ organiza 
tions. As these iron columns will 
accommodate only a small part of 
this company’s advertising, it uses 
the organizations for only the iron 
column advertising. 

The company, however, erects 
in each town to which it goes 
enormous boards, each covering a 
space of 220 feet in length by 12 
feet in height. The foreign bill 
poster is too slow for so large a 


job. A little brush, a pot of paste 
and a ladder are his tools. The 
American uses a large brush on 
the end of a pole. a pot of paste 


and covers his job, however large 


with great dispatch. “Six Ameri 
cans will cover one of the com 
pany’s largest boards in twelve 


minutes, while it will take one-half 
a day for the same number of men 
abroad to do the same work,” said 
the company’s agent. ‘European 
talent,’ continued the agent, “can 
not compete with our smart young 
men here.’—Billboard. 
a 
REQUIRED COMBINATIONS 
\ man who combines the p 


»wer 






concei 

of executing n 

measure of success 

executive ability, bt 

should learn to use 
ldvertising, Cl 


Let readers once get the idea that 
a certain firm does not change its copy, 
in future they will not even take the 
trouble to notice whether they chang? 
or not.—Our Wedge. 


is a high-class daily, and has 


for its readers the intelligent class in Indian ipolis and through 


out the State of Indiana. 


A special discount of twenty-five per 


cent 1s allowed on 


publishers advertisements from the regular card rates. 
For rates and other information, apply to 


THE INDIANAPOLIS PRESS, 


Hortipay & RIicHARDs. 


Orto PERKY LUKENs, ji 


Publishe rs 


, eastern Representative, 29 Tribune Building, i. ey 











ADVERTISING IDEAS. 
By Wolstan Dixey. 


While there is no question that 
individual personality is a strong 
factor in advertising, it must be 
backed with facts to give it point 
and effectiveness. 3eside, per- 
sonality is a thing you can’t weigh 
and measure; facts you can. 

Although substitution can hard- 
ly be classed as fraudulent there 
is an element of injustice about it 
that is contrary to fair business 
practice. A man has a right to 
sell his own goods in preference 
to another's, but he hasn't a moral 
right to use the trade which an- 
other man sends him, to the oth- 
er’s detriment. 

A tax on medicines, proprietary 
or otherwise, is a tax on necessi 
ties. And that is contrary to dem 
ocratic principles. 

Quality counts, but you can't 
count quality. Quantity counts, 
and you can count it. 

Medicine advertisers have for 
so many years talked to the public 
as if they were a lot of jays, that 
the advertiser who will now treat 
them like sensible people stands to 
make a distinct hit. 

The reason typewriter type is so 
popular is because it meets a prac- 
tical demand. The design origi- 
nated, not in an artist's fancy, but 
in a business requirement. That 
is the motive that should develop 
type stvies and the only one that 
can make them long popular. 

If business men were complete 
masters of every business proposi 
tion, advertisement constructor 
would only need to do what they 
were told. And if they infallibly 
understood every advertising prop 
osition, artists would need to be 
only artists. But because no man 
is perfect in his own business, a 
merchant needs the adwriter’s 
business advice as well as_ his 
work, and he in turn can profit by 
the artist’s help on purely adver- 
tising questions 

Reasons are always good in an 
advertisément but not always in- 
dispensable. If you simply say a 
thing is so, vigorously and_per- 
sistently, people will believe you. 

\dwriters needn't worry much 
about words to express their ideas, 
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ideas to 


if they'll just get 
express. 

It is impossible to imagine what 
queer idea some reader of an ad- 
vertisement may get from what 
the writer considers the plainest 
language. For this reason it is a 
good idea after writing an ad to 
read it over another day and 
how it strikes ‘from the outside.” 

Andrew Carnegie says there are 
three links in the chain of business 
success—capital, brains and labor 
No; there is only one—brains 
That commands the other two. 

About the only apparently good 
reason given by a publisher for 
refusing to tell how many copies 
of his paper he prints is that othe1 
publishers don't. But if you stop 
to think of it that is really an ex- 
cellent reason for doing it. 


some 


see 


The idea that different kinds of 
language are necessary to appeal 
to different classes of people 1s 
wrong The language of adver 
tising should be so simple yet cor 
rect that the illiterate comprehend 


and the scholarly respect it. 

You can't say everything in one 
advertisement. Don't try. Say 
one thing so thoroughly that read 
can't 


ers mistake nor forget it. 
The time will come—and it is 

not far away, either—when_ the 

question of whether publishers 


should definitely state their circu 

lations or not will seem as anti 

quated as a discussion about 

whether the earth is round or flat. 
Saks ee 

SOME PUBLISHERS 
SERT 


WHAT 


AS 


T) mme SYKIK 
SEANCE 
DAILY 






“ 


A RECOGNIZED MEDIUM.” 
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ANTAGONIZING THE RE- 
T 


“AILER. 


It is possible to make the retail- 
er a friend of the advertiser, or, 
on the other hand, to antagonize 
him to such an extent that he will 
miss no opportunity that presents 


itself to lessen the advertiser's 
sales. That such opportunities 
present themselves daily there is 
little reason to doubt, The ma- 


jority who come into a druggist’s 
shop, for instance, inquire for a 
certain article; but if the druggist 
informs them that he does not 
keep it, or that it is of no value, 
they can be induced readily to 
substitute something else. This is 
perhaps more true in the case of 
the druggist than in that of any 
other retailer; for here purchz isers 
need the article at once. If Smith 
has a toothache, he may ask for 
\llen’s Toothache Drops because 
he has seen the advertisement of 
them; but it is a pharmacist with 
poor logical powers, indeed, who 
cannot induce him to take another 
product when Allen’s is not to be 
had. To other classes of retailers 
the same opportunities for lessen- 
ing the sales of certain advertised 
articles come occasionally and per- 
haps quite frequently to hand. 
Telling the public, through 
one’s newspaper announcements, 
not to allow itself to be influenced 
by the retailer, but to insist upon 
securing the article which it came 
to purchase, is a practice univer 
sally indulged in by advertisers of 
the day. Its result upon the read- 
ers may be all that can be de- 
sired, but the druggists who do 
not look upon it favorably can 
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hardly be blamed. A _ reasonable 
compromise is suggested in saying, 
in such announcements, _ that 
“some” druggists or grocers, or 
what not, so substitute instead of 
impugning the honesty of the en- 
tire crowd. 

Ignoring the retailer entirely is 
a method which presents both its 
good points and defects. Those 
who plead for its use argue that 
influencing the public to purchase 
will eventually compel the retailer 
to stock his shelves with the prod- 


uct; others believe that waiting 
until the retailer be thus com- 
pelled loses to the advertiser a 


large number of sales, during the 
interval that the desired circum- 
stances are produced. These think 
it better to have the product stored 
before the demand makes its ap- 
pearance. Perhaps, if it is de- 
sired to prevent any chance of an- 
tagonizing the retailer, the latter 
plan is best.—The Advisor, 


o> 
MEDICINES IN INDIA. 

A circular from the J. S. Anglo- 
Indian Co., of Amritsar, shows how the 
patent medicine business is developing 
on India’s coral strand. The company 
advertises a hair dye and publishes tes- 
timonials from such well known citizens 
as Mohammed Fazlue-lah Sahib, of Sat- 
tenapalle; Synd Gholam Mahdi, of Mo- 
zaffarpore, and J. San-Karanarayan 
Iyer, of Tinnevelly. Perhaps the most 
remarkable medicine on the company’s 
long list is A. Singson’s Matchless Nerv- 
ine Oil, an external remedy for “all 
sorts of weaknesses, nervous affections, 
bronchitis, insanity, fits, restlessness, 
a pr leprosy and laziness!”—wNa- 
tional Advertiser. 





-- 


As long as a octane is allowed to 
use seven different kinds of type in 
two square inches of space, it will be 
impossible to make good ads, no matter 
how they are written—New England 
Grocer. 





A prophet and his own country 





The of 


majority 


Washington 


advertisers 


use the columns of the Evening Star exclu- 
sively. 
This is because it completely covers its 
field. 
M. LEE STARKE. 
New York Representative, 


Tribune 


Building. 











18 
FOR BICYCLE ADWRITERS. 
W hat an excellent bicycle adver- 
tisement the following article 
from the March Lippincott’s would 
inake: 

An eminent 
noted for his 
tions not long 
puzzled why some 
a wheel. In order to 
osity he inquired of a number of de 
votees of the iron steed the secret of 
their persistency, and received various 
replies. But the keynote of all was 
that wheeling improved the complexion 
and imparted a grace of carriage not 
possible from any other known exer- 
cise. Then too there was the rapid 
change of scenery so dear to the heart 
of the gentle sex, and the love of rapid 
motion in the open air. A woman who 
divided her time between her home and 
the wheel said 

“T ride my bicycle because I need 
and love life and exercise in the open 
air. I am a good housekeeper and love 
my home, but a woman cannot keep in- 
doors always and not deteriorate both 
in mind and body. I used to walk a 

le of miles at least each day, but 
walking requires a great deal of physi 
cal effort, and at times instead of rest 
ing one adds to one’s weariness. More- 
over, a woman cannot walk more than 
a few miles at a time, and hence is com- 
pelled to go over the same route many 
times, and one tires of seeing the same 
things div after day. To me the bicy- 





physician and a man 
attention to social func- 
since expressed himself 
women loved to ride 
satisfy his curi- 
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cle has proved a veritable blessing. It 
has enabled me to enjoy outdoor life in 


its highest expression. It gives me 
physical exercise that does not tax my 
strength nor weary me. I can ride my 
wheel ten miles with less effort than I 
can walk one. Mounted on it I could 
take routes I could not walk over with 
ease or comfort. In riding I see new 





nes and have fresh experiences daily. 
hen too it compels me to breathe deep 


ly, and the air I breatue is pure coun 
try air, and the benefit I thus receiv« 
is actual and lasting. But, after al 
that has been said as to other and hel; 


ful influences in wheeling, its greatest 
blessing to me has been the exhilaration 


of it. The sensation of rapid motion 
orivinating wholly within yourself is the 
most pleasurable I have ever felt. I! 
do not know how to express it better 
than by saying that it makes a new 
being of me. I am no longer a crea 
ture of the earth toiling slowly along 
its surface with the strictest limitations 
as to my rate of progress. 

“My wheel lifts me above the earth 
and delivers mé from the tyranny of it 
as to movement. It makes me a being 
of the air. I can swing this way and 
that. I can rush through the air, flash 
past trees, houses and people, until I 
wonder at myself and the power that 


the wheel gives me, the sense of liberty 
that comes to me as I fly along. I glow, 
I tingle, | become wholly vital. I can 
feel the day’s weariness going out of 
me and the buoyancy of a new life 
power entering into me. No, I never 
can tell how much I owe to the bicycle.” 





Porous 


for 
Plast er s AchesanPains 
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THE picture above is a reproduc- 


tion of two window display “cut- 
outs”. that druggists are putting 


out for Bauer & Black, of Chicago. 
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Porowu 
faster 4 


Pains 
As a rule, the two figures are made 
to face each other, as here shown. 
The young man appears to be en- 
joying the situation immensely. 
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The Special Editions of Printers’ Ink 


SCHOOL PRESS DAY APRIL 3p.—For the purpose of increasing the 

subscription list among this class of people, a sample copy of Printers’ 

Ink, that goes to press this day, will be sent to every school and institution 

EDITION of learning in the United States, as catalogued by the American Schou! 
Directory. 

It will be issued at an opportune time to influence School Advertising, as the edition will 
be in the hands of the School Managers just before they make their contracts. Newspapers 
and Magazines are invited to use this edition for  eavertising the ~_ 4 of their publicati¢ ons. 

Advertising Rates—Page, $100; half-page, $50 ; quarter-page, $25 ; line, soc., or, if classi- 
fied, without display, 25 cents, 


PRESS DAY APRIL 17TH.—Issued to se- 
HOTEL AN D cure subscriptions and to interest the proprietors in the 

advantages of Newspaper Advertising. 
SUMMER RESORT This special edition will call for more than 19,000 

sample copies, and offers Newspapers an exceptional 
EDITION opportunity of advertising their merits, special terms 

and advantages to all Hotel and Summer Resort Pro- 
prietors in one issue of one paper ata price no higher than that demanded for a regular edition, 

Advertising Rates.—Page, $100; larger or smaller spaces pro rata. 


ADVERTISERS PRESS DAY MAY 1stT.—This edition will be ad- 


dressed to the Advertising Manager personally of every advertis- 


OF GREATER ing concern located in Greater New York. The names are se- 


cured from the only directory published which gives the informa- 
NEW YORK tion, and was compiled after a personal visit to each concern 
listed. Newspapers and Magazines are invited to advertise in 
this issue, because they will reach the advertisers specially in this list, as well as the adver- 
tisers now on the regular subscription list of PrinTERs’ INK, and can do so at small cost. 
Advertising Rates.—Page, $100; half, $50; quarter, $25; per line, 50 cents—classified, 
without display, 25 cents. 


PRESS DAY MAY 8TH.—The sam- 
ADVE RTISERS ple copies of Printers’ INxk with this issue will 
be addressed to the Advertising Manager per- 
OUTSI DE OF sonally of every general advertising concern lo- 
cated in Chicago, Boston, Philadelphia, Balti- 
GREATER N EW YOR K more, Newark and Jersey City. 
The names are secured and the addressing is 
done in the same manner as described for the Greater New York Advertisers’ edition. 

Every advertising medium that caters to general advertising and believes in its own ad- 
vantages, or has an announcement to make which will interest advertisers, can use this issue to 
advantage in advertising its merits. 

Advertising Rates.—Page, $100 ; smaller or larger space pro rata. 


—The 
GEN ERAL come eghe ak Serres re which 


ADVERTISERS will be sent out with this issue will be ad- 


dressed to a list of names secured and 
ALL OVER THE COU NTRY made up by the Geo. P. Rowell Advertis- 
ing Agency. Every name on the list can, 
perhaps, be called an active and continu- 
ous advertiser. The names represent every kind ot advertiser, for each name was secured by 
clipping the advertisement of the concern from the papers received at the office of the agency. 
Newspapers and Magazines—as well as the class and trade papers—will do well to take 
advantage of the advertising opportunity this edition will give them of telling their merits and 
making their arguments for more advertising to a great number of advertisers who will be inter- 
ested in the sort of a proposition they have to offer. 
Advertising Rates.—Page, $100 ; half, $50; quarter, $25; per line, 50 cents—or if classi- 
fied, without display, 25 cents. 


It will be noticed that all five of the special issues of Printers’ Ink 
aneaan: t above can be used by the high-grade and first-class advertising 
medium, for each issue reaches a desirable class of probable patrons. Pa 
pers of less importance, however, can use the edition best suited for their 
purpose. 

Each and every class of advertising medium should receive profitable 
returns from advertising in the special issues. It is an advertising oppor- 
tunity of the yea 

The latest day ‘for each issue is just_as stated. Every attention will be 
given advertisements in the matter of t prsctting. The advertiser who 
sends order aud copy by return mail will be sure of the insertion of his 
advertisement and secure the most attention. 

Advertising rates are the same for each edition. There are no dis- 
counts for space or number of issues used—except that of five per cent for 
cash = full payment of the whole order—paid with order, 

advertiser who must have a special position for his announcement 
is reminded that Printers’ [nk is a small paper and special posi‘ions are 
scarce. Twenty-five per cent additional will be charged for every special 
position when granted. Addre 
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WHAT SOME 








PRINTERS’ INK. 
PUBLISHERS ASSERT. 


‘* ] said in my haste all men are liars.” 


—)salm cxvi., U1. 


The paragraphs in this department are inserted without any charge or 


payment. 


A publisher who has a good story is invited to tell it as tersely as 


he can, setting up the most substantial claim he habitually uses to influence 


advertisers. 


his own, there will be no objections to comparisons. 
sends is published as coming FROM HIM. 
paper all he likes, for what is wanted is what can be 


Although a publisher need not necessarily refer to any paper but 


What the publisher 
It is his privilege to praise his own 
said in its favor. What 


he does say, however, ought to be true—adsolutely. 


CALIFORNIA, 

Sacramento (Cal.) Bee (2).—Fifty- 
seven per cent of all the occupied hous- 
es in Sacramento City have the Bee de- 
livered at the door by carriers, while 
only thirty-six per cent of them receive 
the Record-Union, Fifty-three per cent 
of all houses receiving any newspaper 
by carrier receive no newspaper but the 
Bee. Advertisers will, of course, be 
more especially interested in this latter 
statement, which proves that it is im- 
possible to reach the occupants of 2,632 
buildings—say from 10,000 to 12,000 
people—except through the Bee. 

COLORADO, 
Creek (Col.) 
edition of the 
is assuming gigantic proportions. 
circulation now exceeds and 
every word in the weekly speaks of 
Cripple Creek mines and mining stocks. 
The paper has been subscribed to very 
liberally by the brokers of the city, who 
are sending it East, and with splendid 
results, for orders are beginning to pour 
into this city for stocks and mining 
prospects. This is just what is wanted. 
The Weekly Times is doing a work that 


Citizen (3).- 
Times-Citizen 
Its 


Cripple 
The weekly 


10,000 


has never been accomplished before. 
The Weekly Times has opened the eyes 
of the people of the East to the fact 
that there are greater possibilities for 
investment here than ever before. 
Pueblo (Col.) Jl Vindice (1).—An 
Italian weekly newspaper, organ of the 
Italian colonies of New Mexico, Utah, 
Arizona, Nebraska, Washington, Canz ada 
and British Columbia. American mer 


chants do not realize the importance of 
advertising in our class of papers. For 
instance, take the case of a Pueblo firm, 
who inserted a column advertisement in 
I] Vindice, announcing a great slaugh- 
ter sale, and received mail orders from 
Illinois, Ohio and other far off States, 
not to mention States bordering on Col- 
orado. The goods advertised by the 
Pueblo merchant could have been bought 
for money in Chicago, St. Louis 
or Kansas City. Eighty per cent of the 
Italian population of the United States 
will stand favorable comparison with 
any other nationality, in point of know- 
ledge, thrift and liberality, but this fact 
is not appreciated by ninety-nine per 


less 


EXPLANATION. 

(1) From printed matter emanating from 
the office of the paper and used in connec- 
tion with its correspondence. 

(2) Extract from a letter or postal card. 

(3) Extract from the columns of the paper 
appearing either as advertising or reading 
matter. 

(4) By word of mouth by a representative 
of the paper, 


cent of the merchants who are classed 
as liberal advertisers. J/ Vindice has 
long since passed the experimental stage, 
and we have yet to hear from the ad- 
vertiser who has not been satisfied with 
the results. 

CONNECTICUT, 

New Haven (Conn.) Register (2). 
Is the leading paper in the largest city 
in Connecticut, and, during the past 
year, has made notable progress in many 
respects. It has printed daily 12, 16 
and 20 page papers, and Sunday 24, 28 
and 32 page papers. It has expended 
far more for news and special features 
than ever before. Its actual average 
circulation for 1898 was 10,941 copies. 
For 1899 it was 11,130 copies and for 
1900 it was 11,594. For the month of 
January, 1901, it was 11,909. This 
means with sample copies excluded. 
The Register has a larger circulation in 
the city. of New Haven than any other 
paper and has more than as much as 
the other three two-cent papers com- 
bined. It covers the field completely. 

GEORGIA, 

Atlanta (Ga.) Dixie (2).—Is a month- 
ly trade journal, reaching the repre- 
sentative interests of the entire South; 
a publication not a stranger to the in- 
terests it represents, but has the confi- 
dence and respect of all classes, having 
grown up with the commercial South. 
Its pages are devoted to all important 
lines of industry, and each department 
conducted by a high authority. Circu 
lation, 7,500 copies monthiy. 

ILLINOIS. 
(I1l.) Photo-Beacon 


Chicago (1). 


The circulation of the Photo-Beacon is 
absolutely paid up to date. All who 
advertise to get business can not afford 
to be out of it. It is cndoubtedie the 


cheapest photographic advertising medi 
um in the country. 
MARYLAND. 

3altimore (Md.) World (2).—The 
great middle and working classes read 
it. The only paper in Baltimore which 
caters to this class. It has the second 
largest daily home circulation in Balti- 
more. It is essentially a local paper. 


It has the largest carrier force of any 
of the Baltimore daily papers. It does 
not rely on street sales. It is not a 
blanket sheet. Its readers read and 
are influenced by advertising. 
MASSACHUSETTS. 

3everly (Mass.) Evening Times (1). 
—Fi .* sixths of the copies of the Bev 
erly Evening Times are delivered at the 
doors of permanent subscribers. That 
is why the Times has so large an ad- 


vertising patronage; the reason, too, the 








PRINTERS’ 


returns from the Times are the great 
est. Our reference is our advertisers. 

Boston (Mass.) Father Mathew Her- 
ald (1).—Has the approval of the 
priests, bishops and people, and_ is 
backed by their subscriptions of over 
30,000. If you wish to sell to the cler 


gy and Catholic institutions, convents, 

schools, ete., the Father Mathew Herald 

will introduce you to these places. 
MICHIGAN. 

Grand Rapids ( Mich.) Furniture 
Record (1).—We guarantee a circulation 
for the year 1901 of exceeding 80,000 
it is more than likely to exceed 
For the last quarter of 1900 the Record 
printed copies, an average for 
the three issues of 8,333. This is great 
er than the combined circulation of any 
two similar trade journals in the world. 
But, more important than the mere 
printing of this great number of Ke 
cords, they were actually circulated. 
Proof of this is afforded by the formal 
statement from the Grand Rapids post 
office, that there were actually mailed of 
the October, November and December 
issues of this journal a total of 13,134 
pounds. The average weight of the 
Record for those months was ten ounces 
each. Therefore, there were actually 
po 21,014 copies, an average for the 
three months of 7,004. This does not 
include copies delivered to local sub- 
scribers in Grand Rapids (several hun- 
dred), bundles sent in bulk, copies de- 
livered to news stands, those mailed to 
foreign countries, extra copies delivered 


100,000. 


25,000 





to advertisers, etc. 
MISSOURI. 
St. Louis (Mo.) Finance (2).—Is 
now entering its fourth year with four 


thousand five hundred copies per issue. 
It is the only financial paper published 
west of the Mississippi River. It is 
subscribed for by banks, trust compan- 
bankers, brokers, mining, industrial 
and development corporations, real es- 
tate men, railroad men and men of 
wealth and affairs generally. The sub- 
scription is growing rapidly and we hope 
will soon be greater than that of any 
other financial paper in this country. 
NEW YORK. 


ies, 


Binghamton (N. Y.) Fern Bulletin 
(2).—The only journal of its kind in 
the world. Awarded grand prize at 


Paris. Goes to fifteen countries outside 
the United States. Contains more mat- 
ter pertaining to its specialty than all 
other botanical journals combined. Is 
better printed and equals any strictly 
botanical journal in circulation. Its 
readers are exclusively scientists, teach- 
ers, students and amateurs, nine-tenths 
of whom preserve and bind their copies, 
and frequently refer to them, giving ad 
vertisements a perennial value. The ad 
vertiser looking for a medium to reach 
a solid, buying class of students will 
find this is it. 
Chatham (N. 





Y.) Courier (2).—We 
have for some years been issuing virtu- 
ally three papers, the Chatham Courier, 
the Kinderhook Courier and the Rens- 
selaer Courier. The first is the main 
edition, the second is specially for the 
western part of the county and the 
third is exclusively for Rensselaer 
County. We print and circulate, for 
the benefit of advertisers, a statement 
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of circulation for the entire year, end- 


ing December 31, 1900, made out by 
months, the total circulation for the 
year being 190,075 copies, an average 
of 3,770 per week, and for the last 
three months the average was slightly 
over 4,000 copies per week. Inasmuch 
as all foreign advertisements must run 


the benefit to 
apparent, for he is 
getting the circulation of three papers 
for about the price ordinarily paid for 
one, and he covers pe counties 

New York (N. Y.) Physical “Culture 
(2).—The growth of Physical Culture is 
something phenomenal, considering the 
nature of the periodical, and its clien- 
tele. From a circulation of forty thou- 
sand in July we have gone to 130,000 
for November. 

Oneonta (N. Y.) Press (a). 
been established twenty-three years, 
has made for itself a reputation among 
the people. It contains eight pages of 
good clean reading, and no objectionable 
matter is ever allowed in its columns. 
It is recognized as the party organ and 
receives its share of county and State 
printing. Each issue contains a list of 
all county and town officials for the 
whole 24 towns of the county. It is 
well patronized by local merchants. For- 
eign advertising that is clean and reput- 
able finds a welcome in its columns, 
and the advertising agents frequently 
compliment us on the care taken to 
avoid mistakes and wrong positions. 

Schenectady (N. Y.) Union (1).— 
Is considered the best advertising medi- 
um in this territory for the following 
reasons: It is an evening paper. It is 
read by more people than any other 
Schenectady newspaper. Circulation in 
February, 1901, 4,360 copies daily. It 
is the only Republic: an paper in a county 
where the Republican plurality is con- 
stantly increasing. It is published in 
one of the most prosperous cities in the 
United States. Schenectady is the best 
city in the world in which to advertise. 
Local advertisers always use the Union 
first. So ought you. 

PENNSYLVANIA. 

Philadelphia (Pa.) German Daily Ga- 
sette (1)..—The German population of 
Philadelphia according to carefully pre- 
pared statistics is 233,892. Nearly all 
of these read the Gazette, and in point 
of circulation with all the other daily 
papers of Philadelphia, the Gazette 
stands third, the Inquirer and the Re- 
cord having a greater circulation. Its 
influence cannot fail to work to the ben- 
efit of the advertiser. 

Williamsport (Pa.) Sun (3).—Home 
advertisers are unanimous about the 
value of the Sun as an advertising me- 


through all three editions, 
the advertiser is 





dium. They have the privilege of visit- 
ing our pressroom or examining our 
subscription books, and they know that 
this value to their advertising comes 
from the Sun's circulation—the largest 
in Williamsport. 
TEXAS, 

Fort Worth (Tex.) Mail-Telegram 

(1).—The only paper in Fort Worth re 


ceiving the Associated Press despatches 


Circulation exceeding 5,000. No com- 
petitors; fully abreast with the times; 
thoroughly covering Fort Worth and 


vicinity. 
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A ist of conventions, 
tions, etc., appears in each 
Billboard, Cincinnati, Ohio. 

“MILLIONS 
an article on 
pears in 
23d. 

One advertiser has his 
There’s great consolation in owning but 
one pair of trousers. You never forget 
your plug of Wetmore’s Best. 

In the April Metropolitan (N. Y.) 
Alfred Harmsworth discusses *‘ American 
and English Women Journalists. His 
general conclusion is that he thinks well 
of both of them. 


celebra- 
the 


fetes, 
issue of 


for the Farmers’ Mail,” 
mail delivery, ap- 


rural 
slie’s eekly of March 





little joke: 


Times, official organ 
has been purchased 
President of 
York, who 
during the 


Tammany 
Hall, 

Coogan, 

New 


paper 


THe 
of Tammany 
by James J. 
hattan Borough, 
conduct a daily 
ing campaign. 


com 


Tue city of Syracuse on March 20 
granted the Union Advertising Com 
pany permission to place sixty iron re- 
ceptacles on the streets for the deposit 
of waste, the cans also to be used for 
advertising purposes. 

Oratory, Its Requirements 
wards, by John P. Altgeld, is an inter- 
esting half-dollar book issued by Chas. 
H. Kerr & Company of Chicago. It 
contains ideas and whoch 
would also benefit 


and Re 


suggestions 
adwriters. 


PrmINTERS’ INK prints a rather formid 


able list of its babies every few months. 
Some of them are pretty lusty young 
sters, but we venture the assertion that 
very few of them are ashamed of their 
papa. Western Advertiser, Omaha, 


Neb., March, 


“Our First Offense” is an illustrated 
booklet advertising in humorous poetry 
the tailoring business of James 
H. Hirsch & Co., 192 and 194 Market 
street, Chicago. With apologies the 
publishers assert that their clothes are 
better than their ad. 


Igol,. 


Messrs. 





Tue latest newspaper launched in 
Chicago is the Datly Gazette, of which 
Blakely Hall of the New York Tele- 
graph is the publisher. The new paper 
is conducted on similar lines to Mr. 
Hall’s New York paper and is its al- 
most exact counterpart typographically. 


A CONTEMPORARY observes that it is 
remarkable how the Sunday editions of 
the big dailies get all over the country. 
It is nothing unusual for an advertiser 


using the columns of the New York 
Worid or Journal to get replies to his 
advertisement from places as far away 


and California. 

The Easton (Pa.) 

recent issue, leads it 

none of the fifteen 
daily, semi-week 


as Utah 


Simpiy INFAMOUS. 
Sunday Call, in a 
to be Be eh that 
separate publications, 





ly, nae and monthly, emanating from 
that important town enjoys an actual 
iverage issue of so much as a thousand 
copies What is the matter with Eas 
ton? 

Wuitvey B. McDermurt, an Omaha 


NTERS 





, INK. 

printer, has published under the aus 
pices of the University Printing Co., 
Bellevue, Neb., at fifty cents, The Typ: 
graphic Style-Boc k, a little work, vest 
pocket size, in flexible leather. The 
Style-Book contains rules for spelling, 


abbreviating 
setting tab 


punctuation, capitalization, 
and composition, forms for 
ular and complex matter. 


“At the Head” published by True & 
True, manufacturers of doors, is a book 
let illustrating in half-tones a line of 
doors. *residents, emperors, sultans 
and kings are at the head of the pages 
with, the respectively named doors in full 





design. The almost total absence of 
reading matter explanatory as to prices, 
etc., seems to be a weak point in the 
otherwise well appointed specimen of ad 
vertising. 

Tuos. Cook & Son, New York, have 
issued their booklets, Tours to Europe 
and Vacation Tours for the Spring and 
Summer season of 1901 They contain 
detailed plans for combined excursion 





trips to Europe and elsewhere with de 
finite calculations of expenses. Itin 
eraries and other information; also half 
tones. of renowned sights, are features 
that make this advertising matter prac- 
tical and valuable. 

James McKeace, a farmer in Jersey 
Shore, Pa., recently issued a_handbill 
advertising the sale of his farm stock, 
because he had no wife and could not 
get one. The Philadelphia Inquirer 
took up the matter and made a news 
story out of it, reproducing the hand- 
bill. Since then the farmer is reported 
to have received many hundreds of let 
ters from women in all parts of the 
country, offering to help him out of 
his difficulty. 

A. W. FatrBanks, superintendent of 
the Chicago Christian Endeavor Union, 
1122 Association Building, enlists adver 
tising in combatting the use and traffic 
of liquor, Each month a_ blotter is 
issued in large quantities and distributed 
among the twelve divisions. At the 
monthly meetings of the Executive 
Committee meetings Christian Citizen 
ship postal cards are used for the same 
purpose. Blotters and cards are circu 
lated by the members of the divisions. 

‘AGENTS’ Cost Price List and Pook 
of Information,’ published by the Globe 
Tailoring Company, Third and Plum 


streets, Cincinnati, is an 
guide for their agents. 

the goods made by the 
gives terms, dwells in 
special importance of 


illustrated 
It tells all about 
Globe company, 
detail on the 
taking measures 


trying on garments, making alte rations 
and other things a_ successful sales 
agent should know. The booklet ap- 
pears practical throughout and its me- 
chanical make-up perfect. 

THERE'S a cigar dealer down in Ban- 
gor, Me., who follows the big news 
events and makes his ads to fit accord 
ingly. Tlere is his latest: “Here’s a 
conundrum. If it takes twenty English 
men to put one Trishman out of the 
House of Commons, how many cheap 
cigars will it take to put the B. M. C 
out of public favor? ‘Oh, millions!’ 
you'll say, after smoking a B. M. C. 
The B, gives its own answer, 
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you can get the answer at 12 State 






street, » where A Lewis has it 
n his box Havana leaves.” 

\ CORRESPONDENT writes to the London 
(Eng.) Newspaper Owner: “Have you 
heard of Mappin Bros.” new and unique 
idea of advertising? In the first place, 


they send an ordinary inquiry for a 
quotation for a year’s advertisement. 
\fter that they write and accept, on 
condition that the amount is taken out 
per contra. You agree, say; when a 
letter comes along, with block of adve 
tisement, and asking you to send thez 
a check for the full amount. This will 
be placed to your credit, and in return 
you may call upon them for monthly 
settlements! It is a grand inspiration, 
this new way. of doing business—for 
the advertiser.’ 





Messrs. Cuas. 1). DIcKENSHEETS and 
L. C. Tripp have opened an office at 
116 Nassau street, New York, and pro- 
pose to act as the special agents for 
magazines only. They have secured the 
representation of the Cleveland (Ohio) 
Vodern Culture, the New York Home 
Vagazine and all the publications of the 
International News Company. The 
office at 116 Nassau street is furnished 
with a great deal of taste and Mr. 
Dickensheets assures PRINTERS’ INK 
that there is not a_ better furnished 
special agent’s office in New York City 
with the naive remark that there could 
not be because no better furnishings 
could be had. They propose to give high 
class and valuable service as_ special 
agents for magazines only. 








Wryckorr, Seamans & Beneprict, the 
manufacturers of the Remington type 
writer, issue under the title of ““The Art 
Preservative’ a booklet consisting of a 
reprint of an article from the New York 
Tribune, of January 6, 1901. The ar- 
zument begins with a brief history of 
writing and written characters from 
ancient times to the present.. With 
reference to the typewriting machine the 
booklet gives some interesting dates re 
garding epochs and_ inventors. The 
asserted predominance of the Remington 
typewriter in the principal cities of the 
United States is presented with census 
figures gathered from the big office 
buildings. Altogether the booklet seems 
to be effective, though its title is ap 
parently somewhat indefinite. 


iow to advertise judiciously and eco- 
nomically is the constant topic of 
Printers’ INK, a weekly journal that 
comes to us from Geo. P. Rowell & 
Co., of New York. It requires as much 
shrewdness to advertise well as to buy 
or sell well, and it is a fact universally 
known that the most successful of the 
world’s merchants are those who have 
studied the art of making public an- 
nouncements of their wares. The old 
practice of throwing out advertisements 
helter-skelter is falling into disuse and 
a careful discrimination among m . 
zine or journal mediums is taking its 
place. Brevity is the soul of an ad as 
well as of wit. In busy communities 
the public pay little heed to stories, but 
they do feel the force of something 
that comes straight from the shoulder. 
PRINTERS’ INK truly says: “Boldness 
aud simplicity are the two essentials of 








good display."—Paridise of the Pacih 
(Honolulu). 


NEWSPAPER men are well represented 
in the State government of Maine thi 
year. Governor Hill is a publisher with 
large interests. Counter Prescott is 
the owner of one of Maine’s flourishing 
dailies. Speaker Manley owns an in 
fluential newspaper and knows what a 
newspaper man wants. Representative 
Brackett, of Phillips, is the editor of 
one of the most widely read weekl 
journals of the State. Attorney General 
Seiders. though a lawyer, has don 
creditable work as a newspaper reporter 
Representative Parkhurst, of Bangor, is 
a writer of force and his contributions 
to the press have attracted much atten 
tion. Representative Beal, of Bangor, 
has had experience as the owner of a 
newspaper. Representative Pettingill, 
of Rumford Falls, is a large owner in 
the weekly paper published in his home 
village. Colonel Dill and Major Day of 
the staff, are both in active newspaper 
work, and State Printer Clarence Bur 
leigh is editor of the Augusta Journal. 

Fourth Estate 

THE initial edition of Mrs. Carrie 
Nation’s paper, the Smasher's Mail, 
contains several halftone illustrations of 
various scenes during the last joint 
smashing crusade. Mrs. Nation says 
in her salutatory: “‘I have no apologies 
» make in having Nick Chiles, a negro, 

or the publisher of the Smasher Tail. 
Our Saviour ate with publicans and 
sinners to do them good. The servant 
is not above his Lord. This pa shall 
be as its name, the Smasher’s Mail. 
shall put into the columns the letters I 
get from all over, even those I get from 
across the water. Those wishing to say 
anything through the columns of the 
Smasher’s Mail must put it in the form 
of a letter and use brevity, the soul of 
wit.” The departments under which 
the letters are published in the Smash- 
er’s Mail dre: Letters from Hell, Let- 
ters from oe People, Appeals for 
Help, Some Poetry, Notes and Com- 
ments, Indorsements and Invalidations, 
Snapshots and Answers to Correspond 
ents.—Fourth Estate 








One of Printers’ INK's correspond- 
ents writes: The Brooklyn Rapid Tran- 
sit Company has at last taken action 
against the merchants and other adver 
tisers who have for some years past 
*n in the habit of affixing signs to the 
road pillars. In some cases the 
pillars had poor entirely inclosed by a 
Sean sided sign of wood or iron, and 
as no permits for these signs were ever 
issued bv the company, and the affix- 
ing of them violated a city ordinance, 
protests were made repeatedly by the 
representatives of the “L” road, but 
they were always disregarded. The 
billposters, too, were frequent offenders 
in this line, but most of the objections 
were on account of metal signs that not 
only disfigured the pillars, but were 
seid to have seriously injured them. 
The Broadway line in Williamsburg was 
the worst sufferer in this respect, every 
mer h nt thinking he had a right to use 
the .’ pillar nearest his own door 
for advertising purposes. Two weeks 
ago notices were served on ail the of- 
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to the effect that, if the 
were not removed by March 23, they 
would be torn down, and General Man- 
ager Breckenridge for the Brooklyn 
Rapid Transit Company carried out his 
threat on that day. Scores of the com- 
pany’s men traversed the length of 
Broadway, tearing down and destroying 
the signs wherever seen, and it is said 
that some of them were of a very ex- 
pensive character. 
so 
WAS IT A LOTTERY? 

Newark, N. J., Mar. 
Editor of PRinTERs’ INK: 

I read with interest your article in 
last issue, “Is It a Lottery ?” Your 
editorial comment onthe Lorillard Cen- 
tury tobacco scheme started a train of 
reminiscences. In detail the Century 
Tobacco plan was carried out as fol- 
lows: (As near as I can recall it was 
in the spring of °'67.) A handsome 
wagon, gaudily lettered, drove up to the 
tobacconist, brought him a six-dozen box 
of the tobacco, a handsome glass jar 
with “Century” labeled on it, several 
showy signs. Thee driver explained to 
the dealer that the tobacco was to. be 
placed on sale at ten cents per package, 
and if sold would cost the dealer enough 


Fenders signs 


1901. 


20, 


less to leave him a good profit; if not 
sold it could be returned. The gift 
part of the scheme was that a $100 bill 
would each day be packed in the tobac- 
co. If the finder cased the fact ot 
his luck to the dealer, the dealer by giv- 
ing the number of the bill to the Loril- 
lard Co. received gratis a six-dozen box 
of tobacco; also a big sign announcing 
that Mr. So-and-So had found $100 in 
the Century Tobacco in said dealer’s 
store. 

The scheme was afterwards changed, 
viz., that each day $100 was packed in 
the tobacco in bills of various denomi- 
nations—Monday, one hundred ones; 
Tuesday, fifty twos; Wednesday, twenty 
fives; Thursday, ten tens; Friday, five 
twenties; Saturday, either two fifties 
or one hundred. ‘The foil of the pack- 


age was so indented as to make tamper- 
ing with it easy to detect. 


Yours reminiscently, 
ALBERT LEvy. 
-_ — 
AN ADVERTISED ARTICLE.” 
MonTREAL, Mar. 23, 1901. 
Editor of Printers’ INK: 

I humbly suggest the word “Publar- 

le’ as a substitute for the words, 
‘an advertised article.” 

“A Frencu MAN.’ 
o> 
CREATIVE. 

If advertising does not create new 
business, increase the total consumption 
of the article advertised, it is an econo- 
mic waste, for then it simply takes 
from the trade of the non-advertiser to 
build up-the trade of the advertiser, 


and if all business houses in a particular 
line advertised equally well they would 
gain nothing, for the advertising of the 
one would simply counteract that of the 
other. 


“very one who has watched the 
results of advertising knows that such 
is rot the case. Advertising is crea- 


tive.—Agricultural ¢ 


Advertising, 





PRINTERS’ INK. 


A FAIR PRESUMPTION? 
to presume that a pub- 
which has enough attractive- 
enough push in its manage 
acquire a circulation gf 250,000 
copies is of more value per [,ooo than 
a publication of the same class which 
has only attractiveness and enterprise 
enough to acquire 10,000 circulation- 
or 25,000, or ?>—C, Bates 
- ooo 


iS tT 

Is it 
lication 
ness and 
ment to 


not fair 


50,000 


EMPLOYER WANTED. 


“WANTED — An 
employer by refined 
office boy. Employer 
must be kind and 
gentle, and not aad- 
dicted +to stogies. 
Will expect rapid 
Promction Salary a 
big object. Address 
@thice Boy, care 141.” 

“_, you don’t SEE 

you want, 
CAL L FOR IT IN 
THE HAWK-EYE. 


WANT “‘ADERS WEAR SMILES” 
‘rhere are many GOOD 
DEALS made through 
Hawk-Eye want ads. 
They're a QUICK WAY 
of connections between 
buyers and sellers, 
When you 





sce & man 
walking down the street 
like this. and a BIG 
1sULGB where his money- 
pocket is, you can pet 
dollars to dog Discuit® hoe 
has hecn USING these 
very Hawk-LEye Want col- 
umns and FOUND, HIS 


MAN; ’ 
Have you NOTICED it? 


HOUSE HUNTING TIME. 








There are TWO ways to find a house 
to suit you. ONE WAY is to get your 
wife and children and the dog and_the 
parrot and stare out and go up ONE 
s and down‘*the OTHER wll you 
FIND a house that suits you, and then 
and rap at the door and find that 
the house is NOT FOR RENT! 

IS ANOTHER WAY! 
! in The Hawk-Eye want col- 
umns and let the landlords look you_up. 
Don't worry—they will do it and YOU 
will make a better deal and SAVE SHOE 
LEATHEF. 
TRY AND SEE FOR YOURSEL Ft 


THE Burlington (Ia.) Hawkeye 
puts at the top of each of its‘ want 
ad columns” a picture and an ar 
gument, or a caricature of a want 
ad. Three are reproduced above. 








PRINTERS’ INK. 
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rtemas Ward 


and 


harles Austin Bates 
American 
Newspaper 
Directory 


At present my business is running along at such a rate as to make it quite sure that 





this year’s total will be over $1,000,000. The American Newspaper Directory is one of 


the absolute necessiti 





es of the business. The larger the business grows, the more neces- 
sary does the Directory become, for I believe it is the only publication of the kind that 
makes any real effort to ascertain and state the real circulation of newspapers 

New York, March 15, tgot. CHARLES AusTIN BATEs. 


Who originated the advertising agency system is of little importance. A growing 
need created it. One of the earliest and most successful workers, Geo. P. Rowell, is 
stillin the field. He originated methods. Others followed 

A first early step in advance was the publication of a list of all the papers—Mr. 
Rowell’s American Newspaper Directory 


He has never ceased to love it, and labor 
for it. Soon, out of the gross stupidity of imitation, it became a rule that every agency 
down to those of Oshkosh or Oklahoma must issue its own directory An awful waste, 
for not more than one out of ten was worth shelf room. If the National Association of 
Advertising Agents could agree long enough to buy Mr. Rowell’s Directory, publish it 
officially and drop all the others, it would accomplish something.—From Fame fo» 


March, 1901, edited by Artemas Ward, advertising manager for Sapolio. 


The latest issue of the American Newspaper Directory—first quarter for 1go1, first 
installment of anew century, thirty-third year of its own consecutive publication—is 
now ready for delivery. 

The circulation ratings of all the newspapers and trade publications of the United 
States and Territories and the Dominion of Canada—a grand total of 21,844 publications 
—are totally revised to dat $5 carriage paid. Address 


GEO. P. ROWELL @ CO., Publishers, 


10 Spruce Street, New York, 
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A DARING POSSIBILITY. 


The National Society for Checking 
the Abuses of Public Advertising has 
been organized. The Hon. James Bryce, 
M. P., is the president of the society, 
and associated with him are many prom- 
inent citizens, all of whom put them- 
selves down as lovers of nature. The 
one most daring bit of advertising, and 
the one that has brought indignation 
from every pore of every one of Mr. 
Bryce’s colleagues, is a sign of stupen- 
dous proportions that has been erected 
on Dover Cliffs overlooking the En- 
~lish Channel, and that bears the name 
of one of the food products of a Chi- 
cago firm. The letters can be seen miles 
away and are, in fact, the most con- 
spicuous effects that the traveler from 
France has to remark when approaching 
the English coast. The society’s secre- 


tary wrote to ise Dover corporation 
calling attention to the act of vandal- 
ism, which was offensive to an unof- 


fending community of English men and 
women, and asking for a removal of the 
outrage. The Mayor of Dover there- 
upon entered into a correspondence with 
the concern that caused the sign to be 
erected, but his efforts have been any- 
thing but satisfactory. The remedy of 
yanking the sign down and throwing it 
over the cliffs into the sea has not been 
tried yet, though it may.—Brooklyn 
(N. Y.) Times. 


* pews 
THE CHICAGO “ RECORD” SOLD. 


H. H. KOHLSAAT 


WILL ¢ 


BOYS THE PROPERTY 
NSOLIDATE IT WITH THE 
* TIMES-HERALD.’ 


CuicaGco, March 26.—Victor F. Lawson will 
announce in the Record to-morrow morning 
that he has sold that publication to H. H. 
Kohlsaat, owner of the 7tmes-Herald. Mr. 
Lawson will continue the publication of the 
Chicago Daily News. 

The Vimes-Herald on Thursday morning 
will become the Record-Herald. Frank B. 
Noyes, publisher of the Washington Star, 
and president of the Associated Press, has 
acquired an interest in the Record- Herald, 
and will be its publisher, H. H. Kohlsaat de- 
voting his entire time to the = al conduct 


AND 


of the Record Herald. . Times. 
ili 40> “ 
LOGICAL. 

Many an old non-advertising house 
depends for business upon a_ prestige 
that must eventually give way under 
the weight that is put upon it. 


Classified Advertisements. 


4dvertisements under this head two linesor more, 
without Sapray. 25centsaline. Must be 
handed i owe week in advance 
WANTS. 
Ar i: td JOURNAL, Asbury Park, 
° 2,197. Rate 7 cents an inch. 








CTIVE adv. age nts wante nas mentee — ic 
é journal. Liberal com 


N its own, brick building a permanent, pro- 

gressive enterprise. RECORD, Greenville, Ky. 

QOL ACITOR wanted for trade a 
PD 


. payor for hustler. ‘RAKE, 
fleld, N. 


Good 
Plain- 


V ANAGER daily pap: up r seeks new engagement. 
Would are some stoc k. Best of reference 
BUSINE’S,” care Printers’ Ink. 


Address ** 





PRINTERS’ INK. 





bY ge than 200,000 copies of the morning edi- 
‘ tion of the World are sold in Greater New 
York every day. Beats any two other papers. 


K EMOLINE removes grease, dirt, etc,, from 
AN ee sample % >. Agents wanted; other 
goods. EMICAL CO., Box G, Fairland, Ind 
Ter. 


A RE you looking for an adman! I plan, write 

and illustrate good advertising. Have ideas 
and ability to pore them. A. H. SEAVEKNS, 
Touisset, Mass. 


JUBLISHERS’ COMMERCIAL UNION ; a credit 

agency covering all advertisers and agents; 

every publisher needsit. Details at Boyce Bldg . 
Chicago, or Temple Court, New York. 


*ANTED—Linotype operator qualified to 

keep machine in first-class order. Must be 

sober and ers understand his work. Give 

references. Address “S!EADY,” care of Print- 
ers’ Ink. 


W ANTED—Experienced advertising man ; per 
manent position ; advancement. Must give 
whole time. a age, experience, and salary 
de If possible. give specimens. Address 


i. 8.,” printers’ Ink. 

\ ’ ANTED—A designer, with ideas and ability, 
by new firm of advertisers’ agen‘s. Per- 

manent position. Advancement State age, 

rong 4 wanted, and inclose a Address 
G.,” care Printers’ In 


( yRDE RS for 5 line aivertisements 4 weeks $10 
in 100 Lllinois newspapers ; 100,000 circula 
tion weekly ; other Western weekly papers same 
rate. Catalogue on application. HICAGO 
NEWSPAPER UNION, 10 Spruce St., New York. 


;* RNALD’S NEWSPAPER MEN’S EXCHANGE 

(established May,’’8) recommends compe tent 
editors, reporters and advertising men to pub- 
a No charge to employers ; registration 
free; fair commission from successful candidates. 




















Tel. 659-2. 15 Cedar St., Springtield, Mass, 
\ 7 ANTED Exclusive bri kerage staple agency 
article for ex lusive wn and county 





agencies by jobber having financially responsible 
hardware-implement dealer agents in towns of 
territory tributary to St. Louis and none, City, 
Missouri, and Ome aha, Nebraska. “AGENT,” care 
of Printers’ Ink. 


*OUNG man wanted possessing artistic abil 
ity in drawing strong, forceful sketches, 
suitable for newspapers and adve rtising illustra 
tions. Must have the faculty to grasp given ideas 
quic ar and be able to produce them with pen 
and in Applicants please state ave, education, 
experience if any, and salary wanted. A few re- 
cent sketches, possibly from actual life, or pe 
ers, must accompany application, Pl 
ADVERTISING II 

















dress “* sUSTRATOR, 
Printers’ Ink, 10 Spruce St,, New York, 
- 
PENS. 
LL makes of fountain pens repaired. Prompt 
ry service, reasonable _— accurate work. 





Fountain pens for sale. ay nts wanted. PER 
"EN CO., Box 64, Milton, Wi 





- > —_— { 
ELEC 'TROTYPES | A ND ) STEREOTYPES. 
|: 7 LECTROTYPE or stereotype cuts. When you 

4 want coor ones, order from Bright's “Old 
Reliable,” Louis Electrotype Foundry, No. 
211, North Third St., St. Louis, Mo. 


Saal 
ADVERTISING AGENTS. 


| ON’T advertise for salesmen or amen ts “pan 
you get our lists as leading * nt” ad 
Sent free. HUNGERFORD ‘fe DARRE LL 
AGENCY, Washington, D. C 


LETTER BROK ERS. 


ETTERS, all kinds, rece received from newspaper 
4 advertising. wanted and to let. What have 
‘ou or what kind do you wish to hireof us! THE 
MEN OF LETTERS ASS'N, 595 Broadway, 
-_ 
ADVERTISING CUTS 


( NUTS for dry goods, clothing, furniture and 

general stores, 15 cents each, Our catalogue 
contains over a thousand of the newest and best 
cuts. It’s free forthe asking. ELEC TR TYPE 
CO,, 13 Park Row, N, Y, 


pers 
Kv. 





PRINTERS’ 


MAILING MACHINES 


G ‘ET the best, the Matchless, of REV. A. DICK, 
43 Ferguson Ave., Buffalo, N.Y. 


cs 
EDITORIAL WRITER. 

pieeer editorials, all subjects. Write for 

rates. H. L. tence ts Malden Sta., Boston. 


HALF- 7 TONES. 


JYERFECT coppat half-t tones, 1-col., $1; 

10c_ per HE YOUNGSTOWN ARC TEN, 
GRAVING | cO., Youngstown, Obic. 
—- 
POSTAL CARDS BOUGHT. , 


pacans ELLED printed or addressed 
s and stamps bought for cash 
M ANUFACTU RING CO., 614 Park Row Bldg.,N 
~~ - 
ADDRE SSES. 


\ AILING list, in stamp or sticker form. Copied 
s from original lett: rs of agents and mail- 
order buyers. New and up to date. Address 
BERG, BEAVER & CO., Davenport, lowa. 

“or 


PHOTO-ENGR. 1VING OUTFITS. 


F Wasa, MANUFACTUKING CO., 

. 2 Fulton Street, New York, 

make ¢ Rt. for photo-engraving, elect ro- 
typing and ste rostepineg Newspaper equipments 
a specialty. Cameras, screens, lenses. 

_ 


ORDER SPECIALTIES AND PRE- 
MIUMS. 


| 6,588 





ostal 
4 Log 











MAIL 


DRESS and cloak cutting charts sold 
in Jan, to one publisher. Unequaled 
premium, Publishe d ‘for the trade ;’ no adver- 
tising on it. 2-3 per cent profit in ‘it to agents 
and mail order men. No stock required. We 
can mail direct toconsumer. We furnish circu- 
lars. We supply electros, Sample 50 cents, par- 
ticulars oe stamp. P. C. KULLMAN & CO., 23 
Duane 8t., New Yor! 


ow 
MISCELLANEOUS, 


»AN-AMI-RICAN LODGINGS ; — family. 
A. CADWALLADER, Buffalo. 


1, O00 U. S. Postal Cards $10.25, including 
wrinting. Freight paid on 2,000; tree 
BP + tng FINK & SON, 4th and Chestnut, Phila. 


YUBLISHERS, increa: 





» your circulation and 

collect in advance for country and rural 
subec riptions. Our coin cards and carriers are 
the best and cheapest. anes sand ry s free 
THE POST PUB — IOUSE, 7 Le Baron 
Block, Pontiac, Mich 





ADDRESSING MACHINES. 


TS- that’s money—is saved by using the 
New Rotary addressing machine. We ex- 
plain what it is and how it works in our little 
book, which = a have for the asking. F. D. 
BELKNAP, rene Machine Co., 290 

Broadway, Hew "Yor! 


T,HERE are many so-called addressing ma- 

chines on the market, but remember that 
Wallace & Co.'s is the only one now in successful 
use among the large publishers throughout the 
country, such as Printers’ Ink, Cosmopolitan 
Magazine Co., Butterick Pub. Co., Comfort, of 
Augusta, Me., and many others. Send for circu- 
lars. WALLACE & CO., 10 Warren St., 

~~? 


NEWSPAPER BARGAINS. 


“i CASH buys quite a weekly and job 
Sl, 000 business in Ohio. I seldom have 
such an opportunity. 
$1,900 buysa good weekly proposition in Ore- 
gon. $900 or more down 
$1,375 buys a good peepositson in Virginia, asy 
terms. 
$4,000 buys . reliable weekly in New York State 
pa aying $2. year. $2,500 cash required. 
Properties in “Kastern and Western State: s, large 
and small. What do you want? 
hose who have relinbl» properties for sale and 
would-be buyers of same, all connect with 
Cc. F. DAV:D, Abington, Mass., Confidential 
Broker and Expert in Newspaper Propertie s. 
30 years’ experience, 





INK. 


NEWSP. 
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iPER INFORMATION, 
I »R latest newspaper information ase the lat 
est edition of the AMERICAN NEWSPAPER Di 
RECTORY, mee March 1, 1901. Price, five 
d&lars. Sent free on on of price. Go. P. 

ROWELL Se CO,, 10 Spruce: New York. 
— 
BILLPOSTING AND DISTRIBUTING. 


B VILLPOSTING, distributing and advertising 

bulletin signs. Contracts made for all the 

conspicuous points of travel in and about Box- 
New E 

















ton and ingland States. JOHN DON- 
NELLY & SONS Snapp St., Boston, Mass. 
+e 


TRADE LISTS. 


» OYD’S CITY DESPATCH, Addressing, Matting 
> and Delivery Agency, 16 Beekman St., Ne 
York. Established over half acentury. Spec ial 
lists in any classification of m’f’r's, jobbers, retail 
ers, supply houses, Se ee individ- 
uals in any part of world. yrite for catalogue. 


_—— +o" 
TYPEWRITERS. 
yi YPEWRITER headquarters, 332 Broadway, 
New York, sell all makes under half price 
Don’t buy before writing them for unprejudice d 
advice and prices. Exchanges. Immense stock 
for selection shipped for trial. Guarantee d first- 








class. Dealers supplied. 52-page illustrated cat- 
alogue free. 

— +o — 

PAPER, 


LL cage! pane r, all degrees of quality. Ev 
ery weight, color and finish. No matter 
hed you are XN. to print, before you select 
the paper write to us and mention what you 
want. Wecan be of great assistance to you. We 
have everything in the paper line and the price 
is right BASSE TY & SUTPHIN, 45 Beekman St., 


ew Yor 
~~? 
COIN CARDS. 








Q2 PER 1,000. Less for more; any printing. 
83 THE COIN WRAPPER CO., Detroit, Mich. 


COIs ge er factory cost. Received by trade 

ade my profit once. Will print your 

adv. on hae part atcost. Write at once. L. R. 
LiNDLY, Anderson, Ind. 

| OUBLE your want ad income. Our coin 

cards and carriers are the cheapest on the 

market vege a a wonders for publishers. 


Write fo les, prices and booklet.. THE 
PC ST PU BLISHING OUSE, 6 Le Baron Block, 
Pontiac, Mich 
~7or 
PHOTO ENGRAVING 

T= STANDARD ENGRAVING Co., 61 Ann 

St., New York. 
] ARTEL PHOTO-ENGRAVING Cvo., 37 E. 

Eighth St., New York City. 


| Oe LTON ENGRAVING Co. 

Designing and engraving by all 
methods. Correspondence solicited. 
St., New York City. 

\ 7 ORK better than most. Price as low as a 
You can’t lose if you let us send you sain- 

MAN- 

7 New Cham- 


modern 
130 Fulton 


pe Ss and pric e. What we want is orders. 
TTAN PHOTO-ENGRAVING CO., 
bers St., New Yor 


_——_or——_—— 
INSTRUCTI "TION. 

INOTYPE operating and -arengggs thor- 

4 oughly taught union printe Write for 


terms. WASHINGTON LINOTYP E SCHOOL, 610 
G St., Washington, D. C. 


¢¢€Q‘LEVER from cover to cover,” says the 

manager of the Emerson ote ent Co., 

of “Lewis Phila.” 32 pase and cover. 60 cents 

to advertisers, others $1.50. 10 cents brings a 

ag E, ST. ELMO EW IS, 518 Walnut St., 
sila. 








Ww CAN Ti ACH YOU " 
ADWRITING! 

Our graduates are making money, and with 
no previous experience (outside of our instruc- 
tion). Our mail course is perfect. Send for tree 
facts. l’AGE DAVIS CO, (Inc.), Suite 4, 167 Ad- 
ams St., Chicago, 








ENGRAVING. 
C® AS. BUTT, word and photo engraver, 
Fulton St., New York. Get prices. 


+o 
COLOR PLATE MAKER. 
a eaiatcotan K KIRSTE 
170 Fuiton St., New York 





PRINTERS’ MACHINER)\ 
YRINTERS’ modern machinery, new and re- 
built. Type of the American ‘ype Aigione 
ers manufacture, Quality, not price. The bes 
snone too good for you. CONNER, FENDLE ik 
& CU., New York City. 
eee 
SUPPLIES. 
{AUGE PINS, 3 for 10c. PRINTERS SUPPLY 
X CO., Grand Island, Neb. 


T gic pape 1 is er with ink righ ture bd 
y the W. D. WILSON PRINTING INK ( 
Lta., aes St., ‘ow York, Special prices ie 

cash buyers. 


- a aa 
ILLUSTRATORS AND ILL! STRATIONS. 


I = ag ‘R & CO., Wood !-ngravers, 10 Spruce 
. ,» New York. Service goodaud prompt 


5 Est ole tion of half-tone and line cuts for 
advertising in the world. Cat. 20c. SPAT 
ULA VUB. CO., Boston. 


Cur information you'll understand free for 
the asking. Lowest rices, best faten, 

quickest service. THESTAN JARD ENGRAVING 
CO. (ine.), 7th and Chestnut Sts., Philadelphia. 


( pee AMENTS and initials to give a distinctive 

le to your booklets and printed advertis- 
ing matter. ‘Send for illustrations and pric 
“Volume A.” KEYSTONE TYPE FOU NDRY, 
Sansom St., Philadelphia, Pa. 

















o> ——. 
PREMIUMS. 





You 


R premiums are cire “ulation boomers. 
M. P. & » Dept. C, 


U 
O should get next. M. CO. 


1430 Second Av., New York. 
M.! >, & M. means—Mone ny —Prospe rity 

plicity (of subse riptions) You will nee a 
our cine ulation boomers in your business. They 
are novel, artistic, attractive, sensible. M. P. & 
M. CO., Dept. C, 1430 Second Av., New York. 


YELIABLE goods are trade builders. Thou- 
\ sands of suggestive premiums suitable for 
»ublishers and others from the foremost manu 
‘acturing and wholesale dealers in sows Iry and 
kindred lines. 700-p. ill’d list price catalogue 
free. S. F. MY ERS CO., 48-50-52 Maiden Lane, N.Y. 


( UR circulation building | plans are used and 

approved by leading dailies, weeklies and 
monthhes of the country. Business managers 
and circulation managers should write at once 
tor details il our latest — and offer, as we take 





Multi 








only one = per city. Catalogue and “prc u- 
lars sent THE DOMIN ON COMPANY, 
Dept. D, cideaae. 

——_+o> 





ADVERTISING 


NOVELTIES, 





: IN gen ep gees derate money for only 
S500 ee CHAS. De BARKE ER, Atlanta, Ga. 


YICYCLES and tricycle wag’ns. Factory to buy- 
J er. Write ROADSTER SHOPS, Camden, N.J. 


i eae warmest of all PRINTERS’ INK babies is THE 
AD-WRITER, St. Louis. Ten cents brings 
sample copy. W orld’s Fair C ity, 1903. 


j-O8 the purpose of inviting announcements 
of Advertising Noveities likely to benefit 

reader as well as advertiser, 4 lines will be 

serted under this head once for one dollar. 








( UR Paperoid Card Cases “ wear like leather.” 
Five huydred, with your ad, $5; one thou 
sand, $9. Without ad, for print 
ers and othe $7.59 per thousand. samples 
mailed. FINK & SON, 4th & Chestnut, Phila. 


your NAME IN EVERYBODY’S MOUTH! 
My patent advertising toothpicks are the 
best low-priced advertising medium invented. 
po nd to-day ag samples and prices. No postal 
S answe: 
HARKY “a. STRANG, Buffalo, “ew York 


Less for more. 















PRINTERS’ 








INK. 


iTED. 


ADS TRANSL 
AYE pamphlets or anything translated — 
I 


‘rench or vice versa, I 
, Canada, 


Na oe into 


, Quebec 





«o> 
SPECIAL REPRESE NTATIVES. 
A COSTE AND M VXW ELL, 
4 38 Park Row, New York, telephone 3293 Cort- 
landt, special representatives for leading daily 
newspapers, 











oo 

NEWSPAPER MAN—QUICK. 
CASH—balance on 
S5,000 buys the majority 
great Massachusetts cela aw Monthly 14,000, 
weekly 2,400 circulation. C. F. DAVID, Abington, 
as ‘onfidential Seales ” a Expert in News- 

paper Properties. See large advertisement. 


easy terms 
interest in a 





~~ 

BUSINE J OPPORTUNITIES. 

DVERTISE your business by publishing a 
4 hewspaper of your own on an economical 
plan. Send for full ag J. HARTLEY, 
15 Vandewater St., New York 

FIRST-CLASS weekly new-paper and job 
4 office for sale. It is the official organ for 
three flourishing villages and the only pape 
published in the northern part of Clinton Co. 
A tine subscription list and splendid job busi 
ness. Both -_ be trebled with a little energy. 
Cause of s_lling—too much other business, 
to PHILLIL SEC ASEY, Rouses Point, N. 


AY AIL ORDER business forsale. Twenty years 

established ; 2,000,000 customers in card in 
dex form and original letters; catalogue plates, 
original cuts; some stock and source of supply ; 
filing cabinets and other fixtures ; a bonanza for 
right party ; represents $200,000 advertising good 
will. Price nominal, as sale is compulsory. Write 
for details. . DANIEL S, 163 Washington St., 
New York City. 


WEEKLY NEWSPAPER in a university 

town in New Jersey (population 5,000), es- 
tablished seven years and doing a large business 
The plant is well equipped with a Hoe press and 
steam power ; also two job presses and good job 
outfit. The prese nt owners lack capital to con- 
tinue the business and would take in a partner 
who has $1,000 to invest. W ill sell plant for a 
reasonable sum. Address “ K.,” Printers’ Ink. 
 ——— 
FOR SALE 


QIG iN PLANT, making all kinds of advertising 
work, for sale orrent. Building, mac a Ty 

and orders. Liberal terms. Address “ SIGN 

P. O, Box 1592, Philadelphia, Pa. 


\ H. SMITH, newspaper broker, Earlville, 
“a. Ill., has many good offices for sale aud 
wants more. In writing, if a buyer. state re 
sources and wants—if a seller give particulars 


ead [Tv PAPER for sale. The only publication 

of its class in the Central South. Located in 
fine fruit district. Good circulation. Cheap for 
cash. Address “ FRUIT P APER,” Printers’ Ink 


CouNtay newspaper and job office in New 

York State. Democratic; official paper city 
and county; pays #1,800. Proprietor might re 
tain spec ial interest if sold to right party. Ad- 
dress “ A. B. ©. T.” care Printers’ Ink 


\ RARE BARGAIN 
paper for sale 








Apply 
Y 














First-class country news- 
‘ 12 pages, all home print, in 
live town and county seat. Only paper in the 
county. Over 600 circulation. Price $1,000. We 
wish to devote our time to other business. Ad 
dress FALCON, St. George, Utah. 


alllate 
two presses; good patronage; 
good prices. Excellent opportunity for young 
man Ww ishing to locate in city with good business 
to start with. Price #800. Write at once if 
wanted. ‘ ENTERPRISE,” care Printers’ Ink. 


J OB PRINTING PLANT in Chicago, II. ; 
¢) style material ; 


]- VERE issue of PRINTERS’ INK is religiously 

read by many newspaper men and printers, 
as well as by advertisers. If you want to buy a 
paper, or to sell a paper, or type or ink, the thing 
to do is toannounce your desire in a els 
advertisement in PRINTERS’ INK. The cost is but 
25cents a line. As a rule, one insertion will do 
the busingss. Address PRINTERS’ INK, 10 Spruce 

t ew York 











PRINTERS 


AD VERTISING 

‘HE GOLFER, Boston. © 

in America. 
flee GOLFER 
in Americ: 

*HE GOLF 

in Ameri 

Shee aye . Boston. 

in America. 
Tee LF . 
in America, 


I ARDWARE DEALERS’ M am 
ple copy 10 cents, New York ( 


MEDIA 


Oldest golf publication 


ss. Oldest golf publication 





joston. Oldest golf publication 





Oldest golf publication 


Boston. Oldest golf publication 









sam- 


‘O reach mail-order buyers at 10 
AG.NTS’ GUIDE, W ilmington, Del. 
DVERTIESING agents serving their 
4 honestly, call up TOILETTES ; 


TEWS, Tracy City, y, Tenn., 
4 only paper in G 


line, use 





clients 
estab, 1881 








Democratic weekly, 
rundy 'Co., 800 circulation. 

4) IDS, 5 time cents. DAILY ENTER- 

PRISE, Brockton, Mass. Circulation 6, 800, 

7 YA OSTERNS WECKOBLAD, Worcester, Mass. 

4 ist class Swedish w’kly cir’lat’g in N.E. States. 











hp reach mail order r buye rs, try PENNY MONTH 
LY ; l0c. a line; cire’n 25,000; Youngstown, 0. 








] » EACH the best Southern farmers by planting 
\ your adsin FARM AND TRADE, Nashvilie, 
Tenn. Only 10c, a line. 


;s HOME, 16,000 monthly, 5 cents an agate 
line, flat rate. Samples tree. Tribune Bldg., 
Room 4, Louisville, Ky 


\ NY person advertising in PRINTERS’ INK to 
f the amount of $10 or more is entitled to re- 
ceive the paper for one year 


A DS for the W ESTERN SCOUT, Wichita, Kan. 
Official organ Improved Order of Red Men 


State of Kansas. Order growing rapidly. 


DVERTISERS’ GUIDE, New Market, N, J 
é Circulation 5,000. Sample free Mailed 
postpaid 1 year,25c. Ad rate, 10c. line. Close 24th. 


I ARLEM POST, only German weekly for Oak 
Park, Harlem, Maywood. Melrose Park and 
River Forest. FRANK LEHMANN, Oak Park, Lil. 


T= SOUTHERN FIELD AND FIRE“IDE, Ashwood, 
Ga., for results. Circulation will soon reach 
the 1,000 mark; 7 7 cents per line, 75 cents per inch 


V IAN 8U ae one of the leading weeklies of the 

Cherok Nation. Ads in its columns at 
tract aon. WEEKS & CHAPMAN, publish- 
ers, Vian, 








4 he oRE are others, but none so practical and 
helpful as HE AD-WRITER, St. Louis. 
World’s Fair City, 1 10 cents brings sample 

copy ; $l a year. 

| F you wish to reach the aeons Sete of this 
country, advertise in the AMERICAN CARBONA- 

TOR AND BOTTLER, 67 Liberty St., New York. Es- 

tablished in 1881. 


1908, 





TY ENTY-FIVE words ! Be. sto prove these se splen- 
did me wae Extra wor -O8t- 
THE Ss dy a ‘ieee THE EAR- 


age. SINE 
NEST WORKER, Norwalk, ( 






( NLY 50c. per line for eac h insertion in entire 
list of 100 country papers, located mostly in 
‘ew York, New Jersey and Pennsylvania. UNION 
PRINTING CO., 15 Vandewater Si > We 


YRISTOL (Fla.) FREE PRESS a country 
weekly with a circulation of 300 copies every 
week ; publi shed at Bristol, the county seat of 
Liberty County and in the center of a very fer- 
tile agricultural district. 





‘TH BEE pays advertisers; best local paper in 
Cherokee Nation. Contracts are made sub- 

ject to three months’ trial. Rates on application 

Subscription price $] a free. 


Fairland, Ind. Ter. 


TS COURIER, Clark, So. Dak., is published 

t the county seat of (lark County (popula 
tion 16,000), one of the best counties in the State, 
which is receiving a large immigration this year. 
Every man in Clark County knows of the Cour- 
IER, and most of them read it and pay for it. No 
other paper in the county is read by so many 
people, 





1 00, 0004 PROVEN ; 20 cents flat. Special 
PATHFINDER June 1. Will reach 
every teacher at teachers’ institutes. If_inter- 
ested in educational field, this is your chance 
THE PATHFINDER PUB. 'CO., Pathfinder, D. C. 
‘HE Wrightsville TELEGRAPH is the only all 
home print powsnaper published in the 
eastern section of York Co. It covers the richest 
section of Pennsylvania and goes into the homes 
of well-to-do farmers every week. It carries 
eighteen to twenty columns of ro ae 9 For 
rates address THE TkKLEGRAPH PUB. CO., 
Wrightsville, Pa. 


FFIDAVIT—I, FE. P. Boyle, 
Houston WEEKLY TIM being duly sworn, 
say that the average number of copies each 
issue printed and ¢ prowlated sine e es av 1, 1900, 
of the paper, has been 1, E. P. BOYLE, Pub 
lisher. Subscribed and sworn to before me, this 
lith day of January, 1W1. 3S. E. TRacy, Notary 
Public in and for Harris ¢ ‘ounty, Tex. 


T= DAILY HERALD, published at Shelby 


’ INK. 29 





publisher of the 








Ohio, is a bright paper. It is printed 
in one of the most progressive towns of 
6,000 in the State of Ohio. The weekly REPUB- 
LICAN is also published in connection with 

HERALD, -~«* Fag hag r given the 
yenefit_ of one for both — Ad- 
cress THE HER aL D PRINTING Shelby, 


Ohio. 


NHREE good lists combined. We have com- 
bined the subscription lists of three long- 
established publications into one, and will publish 
in 16-page form THE HoME, closing forms on the 
25th of each month and guaranteeing bona fide 
circulation to paid-in-advance subscribers ex- 
ceeding 15,000. Advertising rate,5 cents an te 
line, no discounts to any ene. Address THE 
HOME, 4 Tribune Building, Louisville, Ky. 


YUSINESS WORTH HAVING! The manufac- 
turers asa class are wealthy and buy large 
amounts of machinery, supplies, equipment, etc., 
for factory and office u: 
Thousands of manufac turers can be interested 
- your goods through an advertisement in Ls E 
MANUFACTURERS’ JOURNAL, 





Brooklyn, New 
York. 
Sample copies 10 cents. Advertising rates on 
application. 


T HE best adv’g medium in Dodge County, Minn. 

the greatest agricultural and dairy region 
in the State—is the DopGE COUNTY REPUBLICAN. 
Est. 1867. Through no ange source can the well- 
to-do constituency of t reached so 
economically as Pollina the REPUBLICAN. All 
home print. The REPUBLICAN carries more ads, 
ata higher rate, than any 7 rin Dodge County. 
For rates and ‘samples As B. A. SH HAVER, 
publisher, Kasson, Minn. 


N advertisement placed in the pages of 
x SPORTS AFIELD is read in thousands of 
homes in the Central and Western States that 
cannot be reached with certainty through other 
mediums. Its circulation has grown in other 
sections—there it has been pushed. Remember 
this—and that magazines are preserved for 
years, while newspapers are thrown away as 
soon as read. One of our patrons—a believer in 
advertising--says: “Of 46 letters in a single 
mail, 43 mentioned SPORTS AFIELD.” Rates = 
an inch a month; no discounts for time 
space. SPORTS AFIELD PUBLISHING CO., 
358 Dearborn Street, Chicago, Ill. 


Eo xPLains ITSELF. 
J. GOLDSMITH & Co., 
Dry Goods and Millinery. 
DANVILLE, Va., March is, 1901. 
A.B. Trundle, Bus. Mgr. Danville “ Register” 

DEAR SIR—\\e beg to compliment you on the 
worth and popularity of your paper as an adver 
tising medium, as shown by the fine service and 
excellent results attained in the recent disposal 
of a fire stuck from the Baltimore Bargain 
House. Wesold more goods in less time than 
we have ever before handled, and consider our 
success due, in great measure, to your we'l di- 
rected circulation and fine display of our aciver- 
tising in your paper. We had inquiries from 
every section of Pittsylvania County and from 
North Corolina and Tennessee, and these inqui- 
ries are still coming in. 

(Signed) . GoLpsmiTH & Co. 

This firm hasused 44 inches daily in the REGIs- 
TER for over five years. 

Danville, Virginia, is the largest loose leaf to- 
bacco market in the world and has a population 
of 20,000. The REGISTER is the news’ _ Dan- 
ville. REGISTER PUB, CO., Publi: 








30 PRINTERS’ INK. 


‘HE BESSEMER WORKMAN is a Democratic 
weekly, circulation 1,160, official organ of 
the city of f Besse pmer, population 8,718, the fifth 
largest city in the State. A live paper in a live 
community. Publishes all ordinances and reports 
of city administration. Has had a continuous 
and steady growth from its birth, and is still 
growing. Its readers are buyers. Sample copies 
and advertising rates on application. THE 
WORKMAN PUB. CO. (ine.), Bessemer, Ala. 


Ts COUNTRY POSTMASTER, a monthly mag- 

azine advocating postal savings banks and 
rural free delivery, circulates in every State in 
the Union and all branches of the mail service. 
Excellent advertising medium. Price $1 a year, 
including free ed of “Four Years In a Country 
Postoffice,” or “Practical Points for Postoffice 
Patrons.” Sample of magazine for the asking. 

R. F. LAWSON, P. M., Editor, 
Effingham, Illinois. 





TO LET. 


Te LET: White Mountains—Gentleman’s resi- 
dence to let toan approved tenant for the 
season of 1901; most attractive situation, within 
reach of the Waumbek Golf Links ; fully fur- 
nished ; three bathrooms ; copious water supply ; 
six fire pl: aces ; three sitting rooms ; 11 bedroom~< 
vine-clad piazzas ; st bling for six horses ; exer 1 
lent garden. For further particulars address 
owner, GEO. P. ROWELL, Irvington on Hudson, 
N. Y., or No. 10 Spruce 5St., ’N. ¥.C y- 
ee 
1DVERTISKMENT CONSTRUCTORS. 


TTRACTIVE, common sense ads. C —s 
+ R. BAKE R, South Norwalk, Conn 
\ ’ M. WOODHOUSE, JR., Trenton, N. 1.3, wants 
more adwriting for manufacturers. 
\ TOLSTAN DIXEY, 
109 Sale m Ave., Dayton, Ohio. 
ge ETAILERS, add a “mail order — nt. 
GEO. R. CRAW, Box + 502, C incinnati, 
Frou R original ads $1 to n¢ ew customers, Cash 
with order, B. M. NGLE, Lincoln, Neb. 





ED SCARBORO, writer r of forceful advertis 
e? ing. Request estimates, 20 Morton St., Bklyn. 
\ ELVILLE E. TRUX, Hartford, Conn., writer, 
s illustrator, printer. Fine booklets speciaity. 
N EW ads attract new people. Try mine. M 
4 H. PETEKSON, P. O. Box 231, Buffalo, N. Y. 
I [ ELM—C. DANIFL—111 Nassau St.,N. ¥. Estab. 

is94. Booklets written and illustrated. $10 
to $100. 


I AGGETT & RAMSDr LL's Cold Cream edver- 
tising is our work. Sen . for samples. M. 
P. GOULD CO., Bennett Bid, -¥. 


LANNING, writing, ne engraving, 
printing, ineiny, aor essing, and mailing 
for advertisers. H. RBIN, 253 Broadway, N.Y. 





VIVE 6-in. ads or less, any business, for one dol- 

lar. Send dollar and style of business. PRESS 

ADVERTISING BUREAU, Box 633, Harrisburg, 
Penn. 


Ic AN give you what you want. Commercial 
artist, designer and writer of attractive ad- 
verti ing. E.G. HINES, 34 Garfield Place, Cin- 

cinnati. 


| yy |DEND-PAYING advertisements—the kind 

that brings results. | write them, suppose 

oe write me. KDWIN 8S, KARNS, A, 347 E. 42d 
, Chicago, Ill 


Oe Y for 8-page booklet, $3.50; four trial ads, 

$2; advice on any business subject, $25; 
yearly service $5 per month, one ad each week. 
FRANK B. WILSON, Kenton, Ohio, 


66. ACK THE JINGLER’S ” best of fads 

is writing rhyming business ads, 

Of pith and point, for every use. 

His New York address is 10 Spruce. 
66 (100D COPY.” If you are interested to 

A know, my views on the subject of good 

copy, please write to me and send a sample of 
your advertising. WOUSTAN DIXEY, 109 Salem 
‘Ave., Dayton, Ohio. 


AUNCIIING a new business Whether it wit! 
4 bean ocean liner or a catboat = y 
on the advertising. Let us start: 





SNYDER & JOHNSON, Advertising \\ onters and 
Agents, Woman’s Temple, Chicago. 





Jan. 2, 1900 Se eo ae 86 classified ads 
a = - scien 86 “ “ 
ie “ - 
23, “ 04 “ “ 
a OT Shee es 94 ° = 

Pee © oe scic 100 “ 
; aoe 122 6s . 
20 . r 11S “ oe 
oe arene 109 “ 

Mar. 6, “ 127 “ “ 
genes ee 152 vs ss 
ae aasaes 140 se ‘ 
Bie RE cidioaic.s 166 “ 


The above record of the num- 
ber of classified advertisements 
which have appeared in PRiNnt- 
ERS’ INK, for the last three 
months, shows a steady increase. 
There is not another class paper 
that we know of which carries 
so many Classified advertise- 
ments. We are equally sure 
that there is not another class 
paper which gives such good 
service for the small price as 
charged by PRINTERS’ INK— 
viz., 25 cents a line each inser- 
tion. It is the best and cheap- 
est advertising proposition in 
the whole country for the man 
who wants to reach advertisers 
and those who are connected 
with advertising matters. 

We will accept a “ till forbid ”’ 
arrangement, for classified ad- 
vertising, in PRINTERS’ INK at 
25 cents a line each insertion, 
and discontinue it just as quick- 
ly as the advertiser may decide 
that the service is unprofitable 
Should he discontinue 
the advertising there will be no 


to him. 


penalty or extra charges for 
short time service. 
Address all orders to 
PRINTERS’ INK, 
10 Spruce St., N. Y. 





PRINTERS’ INK. 














One 


Thousand Booklets 
for $10. 


We will furnish one thousand ele- 








gantly printed and arranged eight-page 
booklets, 3%x5 inches in size, fine 
quality of paper, any color of ink, wire 
stitched—printed from your own copy 
for ten dollars—five thousand booklets 
for $26, 

If we are to write this copy for your 
approval there is a moderate additional 
charge. Illustrations are extra also— 
but a few dollars put into cuts often- 
times make a booklet more effective, 
while others lcok better in plain, bold 
type with liberal white space as borders. 

These little messengers are business 
bringers and can be inclosed in every 
letter or package that leaves office or 
store, They look refined and appeal to 
refined people. Sample mailed on re- 
quest. If interested call on or write to 


PRINTERS’ INK PRESS, 
10 Spruce Street, - New York. 




















“One Paper in a State, The Salt Lak 





This is to-day just as strictly and lit 
Mr. Rowell’s gifted pen six years go. 
mountain region, between the Rocky |] 


| there is ove great newspaper, and ONT 


he Salt La 


Circulation “°"., 


‘ 


Sa_t Lake—population 75,000. She sits, enthroned Ii 
of streets. 70 miles electrical railway. Mormon Temple, bi 
_ business of $6,000,000 annually. 
The Salt Lake Tribune has for years represented tle b 
_ country. Owned by P. H. Lannan and edited by Judge ¢oo 
and assure the greatest good to the greatest number in al tl 
as a legitimate portion of our great, Spread-Eagle Union—Ut 
i Rates low—and have not been raised for 15 years, w 
Trtbune has grown from a pigmy to a giant. 
To build up your business and to get your goods solid 
trusting to Providence. 


S. C. BECKWITH SP 


SOLE AGENTS—FOR 15 YEARS- 
| 47, 48 49 @ 59 Tribune Bldg., New York. 
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t Lake Tribune for Utah.”’—cxo. P. Rowe. 


and literally true as when the words left 
rs go. In all that vast and rich inter- 
ock; Mountains and the Pacific Slope, 
| ONE ONLY, 


ake Cribune. 





eT 10,187 
SRAGE EVERY ; ' 
gh ie Sunday, 13,806 | 
— = Weekly, 5,496 Each Part. 


All ads RUN both parts, or in 10,992 copies. 


ironed like an empress, at an altitude of 4,260 feet. 100 miles 
mpl, built of granite, cost $2,500,000. One “store” does a 


ed th biggest and best of everything in this great, God-given 
ige Goodwin—these two names stand for the fairest and finest 
in al that vast sweep of country which is primarily theirs— 
ion—Utah, Idaho, Wyoming and Nevada. 

years, while ‘‘ Time has rolled his ceaseless course” and the 


ds solidly planted ahead of competitors use the 7y7bune. No | 


\\ 
[| SPECIAL AGENCY, 
YEARS—FOREIGN ADVERTISING, 

469 The Rookery, Chicago. 














>RINTERS’ 
| ~RS 
A JOURNAL FOR ADVERTISERS. 
Issued every Wedne sday. Ten cents a 
copy. Subscription (sd ice, five dollars a year, 
in Savon, Six dollars a hundred. No back 
number 
it Bei ‘g printed from plates, it is always pos 
sible to issue a new edition of five hundred cop- 
ies for $30, or a larger number at the same rate. 
Carl ublishers desiring to subscribe for PRINT- 
ERs’ INK for the benefit of advg. patrons may, on 
application, obtain special confidential terms 
Ce It any person who has not paid for it is re- 
eciving PRINTERS’ INK it is because some one has 
yrs ribed in his name, Every paper is stopped 
the expiration of the time paid for. 
ADVERTISING RATES 


INK. 








Classified advertisements 25 cents a line: six 
words tothe line; pearl measure; display 50 cents 









a line; 15 linesto the inch. #100 a pa Special 
position twenty-five per cent addtional, if grant- 
ed; discount, five per cent for cash with order. 


OFFices: No. 
London Agent, F.W. Sears, 50-/ 


_NEW YORK, APRIL 
Joun H. 


way, New 
bonds for 
the fact in 





10 SPRUCE ST 
2 Ludgate Hill, E Cc 


3, I9OI. 


290 Broad- 
furnishes 
advertises 
col- 


RUSSELL, 
York, who 
employees, 
the “help wanted” 


umns of the New York Herald. 
THE advertiser should tell the 
printer just how he wants it. He 


should not leave it to the printer 

So many do this that the poor fel- 

low runs out of good ideas for the 

arrangement of advertising matter. 
_ ° 


A CORRESPONDENT writes 

Advertising men sometimes wake up 
in the night with a good business idea, 
lie awake and develop that idea in 
their minds and in the rush of business 
next day forget all about it. A good 
plan is to make a written memorandum 
of every good idea as soon as it comes 
to mind. Work these ideas out and 
put them into ae as soon as you can. 


THe New , York Times will not 
print advertisements of the follow- 
ine subjects: 


Word Contests, Prize Puzzles, Im- 
moral Books, Diseases of Men, Female 
Pills, Fortune Tellers, Clairvoyants, 
Palmists, Massage, Offers of Large Sal- 
aries, Offers of Something for Nothing, 
Guaranteed Cures and Large Guaran- 
teed Dividends. 

One of Printers’ INK’s corre- 


spondents sends this story: 

An Episcopal minister of Massachu- 
setts says he always keeps a bottle of 
Mellin’s Food in his study, ready at 
hand, and that he is never called to 
baptize a dying child without taking 
along a bottle of this food, that he al- 
ways administers it to the child, and it 
has been the means in his hands of sav- 
ing the lives of many children. This is 
about the strongest infant’s food testi- 
monial that has yet appeared. It is 
heing used to good advantage by 
Mellin’s Food people. 


PRINTERS’ 








INK. 


Ir there is anything out of the 
ordinary about his goods or busi- 
ness, the advertiser should make 
that thing prominent in his adver- 
tising. He should harp on it and 
pound it into the minds of the peo- 
ple so that they cannot forget it. 





A BOOKLET describing Wheeling, W. 
Va., and a way for the general adver- 
tiser to cover that section of the coun- 
try, is sent out by the Wheeling Regis. 
ter. The booklet says the Register is 
the principal daily newspaper in Wheel- 


ing; indeed, it is the best daily in its 
State. It is a superior advertising me 
dium, the favorite in its field, and has 
a circulation of 9,600 daily, 12,800 Sun- 
day, 6,200 weekly.—Current <Advertis- 
ing, New York City. 

It is easy to get 9,600 circula- 


tion—in a booklet. 

Mvucu adverse criticism is be- 
ing printed in newspapers in re 
gard to the advertising methods 
of the Pan-American Exhibition. 
Every method of publicity appears 
to utilized and paid for save 
the newspapers themselves, to 
whom cuts and articles are sent 
but ne paid advertising. <A little 
such, distributed with tact, would 
substitute good feeling for the 
present condemnation, and prob- 
ably be worth every cent it costs. 





be 


Ad Sense, the “Printers’ INK 
baby” of Chicago, is a bright and 
interesting periodical devoted not 


only to advertising, but to busi 
ness principles in general. In its 
March issue it contains the fol- 


lowing entertaining paragraph on 
securing business success: 

The secret of the success of the great 
business enterprises of the world lies in 
the talent of some man at the head to 
get folks who can do things, and then 
let them alone to do them. It requires 
much less talent and genius to find the 
man to “deliver the message’ than to 
keep your hands off and let him do it 
One business that the writer knows of 
has practically reached the limit of its 
expansion because the man at the head 
of it isn’t big enough to let folks do 
things; he is always interfering with 
the method; his employees have no in 
dividuality in their work; they try to do 
it “to please the old man” rather than 
to promote the business, but he doesn’t 
encourage the expression of them; he 
overrides new suggestions because they 
“cost too much,” or because he “doesn’t 
consider them practical” or because the 
man who makes the suggestion “doesn't 
know anything about it. A discourag 
ing case for an employee Baste really 
wants to improve his own condition by 
improving the business he is in. 








PRIN 


Every young man_ should 
teem it a privilege to get into such 
an atmosphere of ambition and in 
centive to honest, well-directed ef 
fort as he secures by reading Suc- 
cess, of New York. 


es 


‘wspaperdom, of of New York, 
Py a very interesting paper these 
days. Itgdiscusses the newspaper 
man’s problems .with some com- 
mon sense—which one looks for 
without success in other papers 
professing to interest the same cli- 
entage. 





‘At the Crystal Palace, London, 
two exhibitions have recently been 


held; one the International Ad- 
vertisers’ Exhibition, the other 
that of the Poster Academy. Both 


appear to have been poster exhi- 
bitions, at which some excellent 
specimens of that art have been 
shown. The Londoners apparent- 
ly have taken a fancy to shows 
that are supposed to represent ad- 
vertising, although, as a matter of 
fact, there is precious little relat- 
ing to advertising in them, if we 
except posters. 


Tue Church Press Association, 
of Philadelphia, publishes ads of 
cities and towns in its list of thirty 
magazines and invites correspond- 
ence from chambers of commerce 
and boards of trade, wishing to 
interest young men, To enlarge 
this knowledge boards of trade, 
chambers of commerce and other 
municipal organizations have 
sometimes raised and employed 
advertising funds. Quite recently 
Plainfield, N. J., has concluded to 
advertise its advantages and show 
why people and businesses should 
flock there. Los Angeles, Cali- 
fornia, is doing the same, and its 
advertisement on Southern Cali- 
fornia can be found in a number 
of magazines. Below is given one 
of Buffalo’s efforts: 

TEEN OITY 


BUFFALO : TOR THE LAKES 


OFFERS the most promising opportu — 
to live young business men with b' 
and push and capital. Unsurpassed railroad 
and shipping facilities. The Pan American 
Exposition will attract hundreds of thou- 
— of people this summer. 
By residential city, filled with 
rous and contented people. 
send "bod ful information if you are in’ 


“CHAMBFR OF COMMERCE, Buffalo, N. Y. 


La 














% 


YTERS’ 


INk. 35 
Howarp W. Spurr & Company, 
which advertise Spurr’s “Revere” 
coffee, have a good scheme to bring 
its goods to the notice of house 
holders, through the school chil 
dren. They advertise in New En- 
gland papers calling attention to 
April 19, which is observed as Pa- 
triots’ Day in the New England 
States, and offer to furnish a set 
of Goss’ “History of the Life of 
Paul Revere” in two volumes and 
two of the famous Paul Revere 
panel pictures, “The Midnight 
Ride” and “The Arrest,” to any 
pupil collecting and mailing to 
them a certain number of trade- 
marks cut from the Revere coffee 
packages. Their ad suggests to 
the school children that these vol- 
umes and the picturés would be 
welcome additions to the school- 
room and that pupils could work 
together in gathering the trade- 
marks and forwarding them to get 
the set for their school-roora. 


Messrs. SCHLOTTERBECK & Foss, 
Portland, Me., have an attractive 
method of reaching the women of 
the family. They are manufactur- 
ing chemists and make Foss’ Fla- 
voring Extracts. A corps of la- 
dies is employed in going through 
a city distributing free samples of 
the goods, this demonstrating 
campaign being preceded by an- 
nouncements in the local newspa- 
pers. They visit each family and 
“demonstrate,” never forgetting 
to leave a sample. The visitors 
have been with the concern for 
years, and, being intimately ac- 
quainted with the process of 
manufacture, interesting conver- 
sationalists and _ veritable cook 
books, are welcomed by house- 
wives. They make no attempt to 
sell goods; just “go about doing 
good,” as the firm says in its ads, 
making friends for themselves and 
Foss’ Extracts. Yew York 
house that sells a malt and gluten 
combination confection employs a 
modification of the same idea. In 
this case, however, ten cent boxes 
of the candy are sold by the dem- 


onstrators themselves. One of 
these recently told the Little 
Schoolmaster that she had dis- 


posed of two hundred and fifty 
boxes in a large office building. 
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Biliboard tor March contains an 
interesting article by Charles H. 
Day, “The Elephant as an Adver- 
tisement.” The writer credits 
James Raymond, a veteran Amer- 
ican showman, with being the first 
to appreciate the value of the elk 
phant as an advertisement, and 
says that Rayiond was a firm be- 
liever in the drawing power of the 
elephant, whether attached to the 
band wagon or going it alone. The 
desire to see an elephant has al- 


ways been a great one with the 
public, according to the writer, 
and Raymond, Adam Forepaugh, 
P. T. Barnum and other circus 


men have always taken advantage 
of this fact and used the elephant 
to advertise their shows. The ar- 
ticle concludes with a _ reference 
to the use of elephants in political 


processions and as a trade-mark 
for the G. O. 
In the March 23d issue of the 


Saturday Evening Post (Philadel- 


phia) Herbert H. Vreeland, pres- 
ident of the Metropolitan Street 
Railway Company, of New York, 
writes on “The Young Man’s Op- 
portunity in the New Business 
Order.” Mr. Vreeland’s view is 
decidedly optimistic; he says wag 


es have been raised by industria] 
consolidations, giving as example 
the switchman who gets two dol- 


lars a day in place of the fifty 
cents a day boys in “horse car 
days’; he shows how a glance at 


the great commercial interests of 
the country proves that the exec- 
utive work is left to the experi- 
enced man who has manifested 
his ability, on a scale of salary 
that earlier days never knew. He 
asks this interesting question: 

In the so-called Vanderbilt roads, is 
there a single Vanderbilt in the execu 
tive or controlling position? Not one. 
The president of the New York Central 
is a man who was formerly a freight 
clerk. The president of the great Hunt- 
ington road, the Southern Pacific, was 
formerly a clerk in a railroad office. 
And so it is in every other pursuit or 
industry where capital has been com- 
bined. Family influence and pull count 
for nothing. The president of the Car- 
negie Stee! Company is a young man 
who began, a few years ago, as a labor- 
er. The president of the New York 
Life Insurance Company was not 
very long ago a clerk. The _ highest- 
salaried bank president in America 
started in as a messenger boy. Can any 
one ask fairer conditions than these? 


so 
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THE practice of firms doing a 
mail order trade, to prepay express 
charges and prominently advertise 
that fact, is considered a wise one. 
Although the charge is added to 
the cost of the goods, the average 
client is apt to regard it as a gift, 
whereas the payment of even a 
small sum at the moment of deliv- 
ery of the goods strikes him as an 
extra expense on which he did not 
properly figure. Many people may 
also not have a clear idea how 
much extra express charges may 
be from a certain shipping point, 
a circumstance that likely to 
confuse them of the total outlay a 
mail order article involves. The 
cheaper rates business houses may 
secure by prepaving express charg- 
es on large quantities of packages 
is also a factor worth considering. 


is 





In the Electrical World and 
Engineer (New York) of March 
2, appeared an illustrated article 


on “The Evolution of the Electri 
cal Sign,” by E. Trier. Those de- 
sirous of information concerning 


the mechanical principles involved 
will do well to get a copy of the 
article; others will be interested 
in the following classifications of 
electrical signs: 
1. Non-changeable or fixed signs. 

in which the separate lamps 
are turned on and off 


2. Signs 
or letters 
cessively. 

3. Signs which are 
tinguished at definite intervals. 

4. Signs consisting of several rows 
of letters, which are successively turned 
on and off. 

5. Signs combining 
the above features. 

6. Signs on which each letter may be 


suc- 


lighted and ex 


two or more of 


changed to any other letter of the al 
phabet, thus changing the entire sign 
at definite intervals; the signs being op- 


erated by a constant attendant. 

7. Signs identical with the last named, 
with the exception that they are operat 
ed_automatically. 

It is upon this last 
that the successful electric 
be constructed, for it not 
bines the advantages of an 
electric sign, but it enables one to tell 
a story of any number of words and 
sentences, as quickly as one wishes, 
automatically. And if all these condi- 
tions are realized in addition to the 
fact that the sign consumes only one- 
half of the current required for any 
fixed sign, it seems as if the ideal has 
been reached. Such a sign is in exist- 
ence, and is located over the roofs of 
the two-story buildings at the north 
west ‘corner of Sixty-fifth street ard 
Broadway, New York, 


principle 
sign must 
only com- 
ordinary 


named 
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GUARANTEED CIRCULATION RATINGS. 


From 1888 to 1896, inclusive, a period of nine years, the accuracy 
of circulation ratings in the American Newspaper Directory was 
guaranteed by its publishers and a reward of $100 was paid to 
the first person who proved that a circulation rating, in actual 
figures based upon a statement received from its publisher, was not 
true as given. This system of guarantee was discontinued 
in 1897, after between three and four thousand dollars had 
been paid out in forfeits, be- 





MAIL AND EMPIRE; every morning cause nine years of experi- 
"y Lt ment had made it plain that 
twenty- -four,weekly twenty four pages 18x24; wens . Sa . 7 . 
subscri tion—dally $4. weekly $1; established | U[CWSpaper publishers were 


1872; Mail and Empire Printing Company, | is <0 nes 7 
editors and publishers. not disposed > countenance 
Cir culation Daily he average for the Directory in its efforts and 


1895, "23,6014 for 1896 5 2B. nie 
or 1897, § fe "ere s relw se 
12? 6: oes 1, 23. i i, = ote opposed to 
or a year ending with 1em. Even those newsps 
Cray 1675 for 3 lose newspaper 
aah «Weekly: Actual average for men who sent in figures that 
| 1895, 30,0865 for 1896, 24,- 


St Le Oe S05 were guaranteed appeared as 
} age for - or 1899 205; for ° 
| a year ending with June, 190, 19,018. a general thing to feel as 


The absolute correctness of the latest though freed from a night- 
circulation rating accorded thedailyMail | 1.57. after the guaranty was 
and Empire is guaranteed bythe publish- ¢ 
ersof the American Newspaper Directory, withdrawn. On the other 
who will pay one hundred dollars to the hand, however, there has 


first person who successfully controverts ° : 
oe eosurany. since appeared a class of pub- 


lishers (small in number) who 
have expressed a desire for 
the resumption of the guaranty system, and their will- 
ingness to assume a share of the burden it entails. After 
due consideration of the applications of these, the editor of 
the Directory has renewed the guaranty, and attached a dis- 
tinguishing mark and a guaranty clause in the case of every 
circulation rating based upon a satisfactory statement, provided 
the said statement is accompanied by a deposit of one hundred 
dollars in actual cash, to be held indefinitely by the Directory 
publisher—the guaranty to be continued year after year, so long 
as it is desired, or until the correctness of the rating has been 
successfully assailed. The publishers oi the American Newspa- 
per Directory have often expressed the opinion that not one 
newspaper man in the United States could be found who would for 
one moment hesitate to kill the American Newspaper Directory if 
he had the power and could exercise it in the dark. The position of 
the Directory publishers on this point has, however, been somewhat 
shaken of late by receiving several responses to the guaranty offer 
made to papers accorded a circulation rating in actual figures in the 
Directory. These responses are equivalent to subscriptions sustain- 
ing the work of the Directory, and indicate a change of attitude on 
the part of some (a very few) of the leading papers of the country. It 
is gratifying to note that, after thirty-three years of effort to aid 
honest newspapers and discourage the circulation liar, the Directory 
publishers are, in the fourth decade of their work, actually receiving 
some substantial encouragement and aid (however small) from men 
who conduct the best class of newspapers and make a practice of 
letting their actual issues be known. Correspondence on this sub- 
ject may be addressed to GEo. P. ROWELL & Co., Publishers of the 
American Newspaper Directory, No. 10 Spruce St., New York, 
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NO CIRCULATION TO SPEAK OF. 


NE Ww , YORK cir Y —-Manhattan 


a BEE 5 Eve 
finance 

sixteen a Seb. 
lished Oa 


lisher. 

cheer Ait A: ad on 
z 

= ieee ¥ P Parallaahae 


1 aR £ Babi @ tage. 


FISHING NEWS; Saturdays, four 
poses 12x1544; established 1898; Charles S 

erby,editorand pablisner Office, 27 Bridge 
street. Circulation ‘sx. 

F RISTS? EXCHA NGE; Satur 
days; florist, seed and nursery trade; twenty 
eaTty subscription $1, established 1888 ; 

e La Mare Printing and Publishing Co. 
Gamiveay editors and publishers. Office, 
] Rhinelander building, 

Circulation: In 1895, publisher asserts, 
smallest ao Actual average for 1896, 
5,577. In 1897, Y.. Actual average for 1898, 

15. In 189, yG, In1%0, Y. 

FOREST AND STREAM, Satur- 
days; sporting; roti d six pages 11x16; sub- 
| scription #4; Cem blished 1871; Forest and 
Stream Publi ing Company, publishers 
Office, 346 Broadway AZ 
Circulation: Rating varied Sin 8s F in 18 

‘ 


y 1899 
FOURTH ESTATE; ys; jour 
j nalism and advertising; sixteen — Ard 11x14, Row 
subscription $2; established 18 srnest F (P: 
| esey ee editor and publish er. Office.@—e 
@ear building. 
FREEMAN'S JOUR 
CATHOLIC REGISTER; 
roman catholic; eight pages 15x22; 
tion $2.50; established 1833; Rev 
bert, editor and publisher omtiee. 46 Pa 
Circulation: : — varied from E in 
to Fin 1895. In F. a 1897, Y. 
1 9 In 1899, -_ “Ini 900, Y. 
FREIHEIT; Saiurdaye: German, a 
archist. four pa pages 18x19; subscription #2. 
established 1878. Jobn Most. publisher. Office, 
69 Gold street 
Circulation: Ip 1895, publisher asserts, not 
less than 3.5 In 1896. H. In 1897. ¥. Ip 
1898.H. in 189. y¥H. In 1900, Y. 
FRUITMAN’s GUIDE; Saturdays 
fruit, produce and grocery trades: eighteen 
pages 12x17 subscription $8; established 
1896; James Clarence Harvey, editor and 
proprietor Office. 8 to 12 Jay street. 
Circulation: Actual average for 1897, 
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NE “tS gaa ER EXPERI- issue and each time with the same re- 
ENCE. 


sult. The six-inch displ: aved advertise- 


advertisement used I believe was ment was not a puller. The little six 


preferred posit ion next to reading mat- the firm. It so happened, 


well displayed. It or seven line advertisement drew many 
long and occupied a more inquiries and made ‘usiness for 
too, that in 
this ad in the Sunday each case my large advertisement re 
New York Journal and ceived exceptionally good position. 
I received but five let- There were no longer advertisements 
making each reply cost near it to blank it out. It stood out 
business was done with clear and distinct and in two cases was 


any of the possible purchasers. A few very much larger than any other ad- 
weeks later I inserted, also in the Sun- vertisement near it. I account for this 
a small six-line advertise- difference in results by arguing that in 


advertisement I placed the case of the “Business Opportuni- 


n “business opportunities” column. ties’? column I reached the class of peo- 
his six-line advertisement cost me $1.80 ple who were anxiously looking for 


twenty or more letters something to do with their money and 
in $170 worth of busi- that in the case of the large advertise- 
satisfied and tried the ment I only appealed to the curiosity of 


— riment again on three different oc- the general reader.—S. S. Baldwin of 
; each time with papers of large the Coin Cabinet Co., in Advertising 


each time with the Sunday Experience. 
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COM- 


SIXTH 


SUGAR BOWL 

PETITION. 

A general interest seems abroad 
in the competition for the sixth 
sugar bowl offered by PRINTERS 
INK to the best trade paper—the 
one that, taken all in all, best 
serves its purpose as a medium 
for a specified trade. In regard 
‘o the subject a correspondent 
ubmits the name of Bakers 
Helper, published monthly at 315 
Dearborn street, Chicago, as a 
competitor worthy of careful at- 
tention. In support of his conten- 
tion the writer puts forth the fol- 
lowing facts: 

There are several things 
the Bakers’ Helper, but its dominant 
purpose is to be in every way possible 
the most helpful journal in the world 
for bakers. It pays more attention to 
the work necessary to accomplish this 
result than to anything else. Its motto 
is: ‘The best is none too good for the 
haker.’ As to measure of success it 


aimed at by 






















has won in the endeavor to realize its 
purpose, those familiar with trade can 
speak. The Helper confidently refers 
to any man whose acquaintance with 
the baking agp and its literature jus- 
tifies him in expressing an _ opinion. 

That ps i may know where the 
Bakers’ Helper goes, and from what 
section it may help them to secure bus- 
iness, the following table is submitted: 
Pi eee 7 BOWPMERR 6000 34 
ee are 3 Nevada... I 
APIMORE o.s-00 6 New Brunswick 6 
Arkansas ..... 17 New Hampsh’e. 8 
British Col..... 7 New Jersey.... 23 
California ..... 63 New Mexico 6 
Colorado ..... 27 New York..... 71 
Connecticut ... 17 N. Carolina. 8 
Dist. Columbia... 1 N. Dakota..... 8 
Delaware ..... 2 N. W. Ter 6 
Florida 7 Nova 7 
Georgia ... It Ohio I 
Idaho ......... 8 Oklahoma oO 
Illinois 140 Ontario .... I 
Indiana 90 Oregon 7 





Ind. Territory. 5 Pennsylvania... 
MOE. Seceacaon 101 Quebec ....... @ 
ee re 52 Rhode Island.. 8 
Kentucky ..... 18 S. Carolina.... 6 
Louisiana ..... 10 §. Dakota ..... 15 
eee 14 Tennessee .... 9 
Manitoba ..... G TORRE s0cccsse gf 
Maryland ..... o Be scvess a 
Massachusetts... 68 Vermont 10 
Mexico ....... S Viegieie ..i.<< 9 
Michigan ..... 84 W ‘ashington a, 


Minnesota 


5 
Virginia ... 9 
Mississippi .... 14 8 


Wisconsin .... 5 





Missouri ...... 46 Wyoming o § 
Montana ..... 12 Other lands.... 41 

A total of 1,613 towns, in each of 
which the Bakers’ Helper has one or 
more subscribers. 

About some things there is no ques- 
tion; they are accepted as matters of 
fact by all who are in a position to 
know. These, for instance: 

Bakers’ Helper is the oldest bakers’ 
journal in America, 
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Bakers’ Helper is the largest bakers’ 
journ: . any where. 
Bake Helper is the most widely 
desea bakers’ journal in America. 
Bakers’ Helper is the most quoted 
bakers’ journal in. America. 

Bakers’ Helper is the most influential 
bakers’ journé il in America. 
Bakers’ Helper is the 
journal that received an award at the 
Exposition Universelle, in Brussels, 
1897. It also received an award of the 
“Grand Prix’? at the Paris Exposition, 
1900. 
Men 
journal care 


only bakers’ 


pay nothing for a trade 
little for it. They are 
not the best buyers. The most valua 
ble readers—from the advertiser's point 
of view—-are those who voluntarily su 

scribe and pay for their journals. To 
readers of this class advertisers in the 
Bakers’ Helper speak every month. 

No sample copies are sent out to bak- 
ers except on direct request. 

Over 87 per cent of the number print- 
ed is mailed to bona fide, voluntary, 
paid-in-advance subscribers. Exchang 
es, copies for advertisers and samples 
called for require less than 12 per cent. 
The average monthly circulation of the 
Helper for 1900 3,542 

Nearly all subscribers are bakers in 
business for themselves; of the remain- 
der most are employees who practically 
control the buying for the bakeries in 
which they are employed. 

Level headed business men know the 
qualities sought when selecting a jour- 

nal for advertising: 

(1) Character—What 
its value to subscribers, 


who 


< 





the journal is, 
its general tone, 


etc. 2) Reputation—Its standing in 
the trade, how men speak of it, ete. 
(3) Constituency-—The number of cop 
ies subscribed and paid for; and not 


only the number but the quality of sub- 
scribers. 


If 1,000 bakers (known outside their 
own neighborhoods) were asked what 
bakers’ journal in America stands first, 


judged by the qualities above mentioned, 
all would name the same one. It is 
worth noting that nearly every member 
of the National Association of Master 
Bakers subscribes for the Bakers’ Help 
er. Also, that the American Newspa- 
per Directory, published by Geo. P. 
Rowell & Co., York, marks this 
journal with the gold sign ©©O to in- 
dicate that it is highly ‘valued for the 
class and quality of its circulation.” 
Any advertiser can rent space in the 


Bakers’ Helper at the same price and 
on the same terms as the greatest ad- 
vertising agency in the world can. There 


are no commissions to advertising 
agents.. 

The Bakers’ Helper is 
dependent. No person, 
tion interested in any 


absolutely in- 
firm or corpora- 
way directly or 


indirectly in the manufacture or sale 
of bakers’ supplies, tools or appliances 
of any sort, has any connection with 
this journal. The Helper is not the or- 
gan of any association; it is not con- 
trolled by any person or persons other 
than its publisher. 

More builders of bakers’ ovens and 


bakers’ 
the 


advertise 


Helper than 


makers of 
constantly in 


machinery 
Bak 


cers” 


they do in all the other trade journals 
They 


in the United States put together. 
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are seeking new business in all parts of er did not have the goods, and many 
the country. Some of the best known times had never heard of them before. 
of these men have kept their advertise- Especially is this the case in cities. 
ments in the Helper continuously for Dealers are very slow to stock new 
twelve and more years, and some adver- goods, thus my argument that they 


tise in no other journal. should be looked after first. 

Rut there is even stronger testimony To a certain extent, we depend upon 
in the fact that year after year (with- advertisers to promptly notify us of any 
out solicitation and without contracts) poor service they may receive. We 


these men have kept their advertise- have paid dam: iges to the St, Jacobs In- 
ments in the paper, gradually increasing stitute of Chicago for the failure of 
their space, some of them paying now Charles G. Mevis of Waukesha, Wis., 


e to eight times more per month to satisfactorily distribute their adver 









than they did at first. tising matter. And have also paid dam 
——— ages to the Chattanooga Medical Co., 

MOL TON’ Ss T ALK TO ADVER- Drs. Kennedy & Kergan and the Wash- 
TISERS. ington Medical Institute for poor work 


done by our distributors.—Will A. Mol- 
ton, in Up-to-Date Distributor. 


> -—_—__—_—— 


Of late I have had many inquiries 
from comparatively new advertisers rel- 
ative to the introduction of their goods Se ee ee 5 » 
in new territory by the exclusive use of ANKS FOR rUBLIC EFFORT. 
house to house distributing. While I 'T e French peopie have a saying to 
am a firm believer in the pulling quali- the effect that: He who tells the entire 
iies of the proper Metctbetion of adver- story is a bore. One who is preparing 
tising matter, I do not think that best an advertisement will do well to bear 








results can be obtained by opening new this saying in mind. Very many of 
territory with the distribution of adver- the most valuable advertisements that 
tising matter only. I do not think it have ever appeared have owed their ef- 


wise to make a distribution of adver- fectiveness to their having left blanks 
tising matter or samples until the goods for the public imagination to fill. As 
are on sale at all dealers. Best results typical instances may be mentic yned, the 
can be obtained by first canvassing the Pears’ Soap advertisement, ‘He won't 
trade and either selling them or even ippy till he gets it,’”’ and that other 
making them a present of a twelfth of one of the same article, in which the 
a dozen, simply so the goods are in picture of an attractive young lady 
stock. In the meantime, start the news- holding a cake of the soap in her hand 
paper advertising and any other lines, Was merely supplemented by a line from 
if they are used, then after the dealers Othello, ‘This only is the witchcraft I 
are acquainted with the goods and have have — Morse’s Agate Rule. 











them on hand, start the house to house <> 

distribution. I have found in my ex- A NARROW-MINDED clerk makes an ex 
perience that thousands of sales which cellent bank clerk, but he is a failure 
have been created by the distribution in the advertising business.-—ddvertts 


have been lost, simply because the deal- ing. Chicago. 


“They are Merck’s!” 


RUGS and Chemicals once identified as Merck’s need no further 
evidence of their PURITY and RELIABILITY. Pharmacists 

who wish to convince physicians that the prescriptions they compound 
contain the best ingredients the market affords avoid all necessity for 











argument by saying :— 


“THEY ARE MERCK’S!” 


Nearly two hundred and fifty years ago the Merck Laboratories 
were established. Drugs and chemicals of their manufacture have stood 
the ever increasing rigor of purity tests from successive Pharmacopaias 





and Pharmacopeeial revisions. In order 


to secure the highest possible results in A Few of Mesch’s Products _| 














" — fois eae - . COCAINE HYDROCHLORATE 
your practice as a physician you would do serge aes 
well to supplement your carefully made ICHTHARGAN 

; bi ah ae x 2 ICHTHOFORM 
diagnosis with prescriptions for remedies ChEOSOTE (SEECH WOOD) 
in which you SPECIFY MERCK’S CARBOLIC ACID 














FROM MEDICAL RECORD. REDUCED ALMOST ONE-HALF, 
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THE WAR OF THE WORDS. 
By I. L. Follit. 


A great conflict is being fought 
out in the magazines and newspa- 
pers. Rival mental forces meet, 
engage, conquer or are conquered. 
And, that the fittest survive, is 
made perfectly plain by the big 
improvement shown along all lines 
of advertising, that to-day takes 
its place among the world’s great- 
est factors in progress. The first 
thing to note is the marked ten- 
dency towards brevity. I very 
much question whether any ser- 
mons in the earth’s history were 
ever couched in so few words. 
Two vital reasons are responsible 
for this. The narrowing percent- 
ages of profit upon which all up- 
to-date selling now rests. The ab- 
solute refusal of average buyers 
to waste time over a long spun out 


for small space, published in all 
the best media of twenty well peo 
pled States, is a good deal more 
apt to hear a story of big returns 
than the man who carries his eggs 
in a few baskets. kneads and re- 
kneads the same old dough, and 
says no more in three hundred 
lines than could have been told in 
a quarter of the space. Concen- 
tration, centralization is the order 
of the day—most value for least 
money the motto. 

Twentieth century breathless 
rush and scramble can’t and won’t 
wait to hear verbosity. Men and 
women take their knowledge, like 
their lunches, on the run. The 
plainer we talk, the better they 
like it. All the laws of average, 
ratio and common sense prove 
more needs in a city than in a 
town, more in a town than in a 
village. Strike at centers of pop- 








OLD WAY. 

The most durable $1.00 Gloves, in the 
best colorings, from the best makers, now 
priced at a point that makes them wonder- 
fully economical. 

‘“Laceum’s ”’ Corsets, perfect in fit and 
style, giving the right touch of elegance to 
fashionable women, and the figure they de- 

| sire. 


NEW WAY. 
Women tire of our $1.00 Gloves. They 
wear so long. 


“‘ Laceum’s ” Corsets made a great figure 
in the past. They make the best figure in 
the present. 











story. Modern impressionism 
spells biggest economy to the sell- 
er, the quickest practical method 
of telling people what they waat 
to hear, about goods they want to 
buy. I believe this argument is 
best helped by a plain illustration 
of past and present methods, as 
shown on this page, the latter in 
my own phraseology 

I don’t believe we will see big 
advertisements five years from 
now. They'll be boiled down to 
word minimums. Pruned as close- 
ly as any smart gardener cuts 
down pear tree branches—with an 
eye for grezier, healthier growth. 

It stands to 1 reason that users of 
big space must lose a lot of pay- 
ing publicity given by media whose 
advantages they can’t take and 
keep within expense limits. Isn’t 
it better to talk tersely to five 
million possible buyers, than to 
spread out in pages and be read 
by only a million? The agent who 
goes to his advertiser at the 
month’s end, with a sheaf of bills 


ulation, reach the masses, give 
them everyday language, tell facts, 
and tell them briefly. 


or 

FUNNY, BUT TRUE PERHAPS 
The smaller the advertiser the more 
he generally expects in the shape of 
editorial notice.—Judd’s Jolly Jottings. 





BE YOUR 
OWN BOSS, 


Why Work 
for Others? 













MANY 
MAKE 
2,000.00 
A YEAR. 





You have the same chance. Start a Mail- Order _Datiaete at 
our home, in any town or village. We tell No 
Toenes required. Big Mail, Orders, poner Bet in dally. 

. Ever,thing "furnished. r long experience 
. If you want to begin, write at once for 
our “ Starter” and “particulars. 


P. A. KRUEGER CO., 155 Washington Street, Chicago, Ill. 









THIS PICTURE WILL MAKE A CONVINC- 
ING APPEAL TO THAT INCREASING HOST 
WHOSE MANIA IS A MAIL ORDER BUSI- 
NESS. 








IN A FIGHT. 
both 
in 


leading 
topic of 
of business 
seven large 
goods com- 
radical ac- 


and 
the 


advertisers 
ew York 


Among 
advertisers 
the week the withdrawal 
from the IHlorld by the 
houses constituting the “dry 
bine.”’ Provocation for this 
tion is asserted to be found in the fact 
that the World management would not 
deal with these advertisers in a body, 
and cut rates to them, by way of dis- 
counts, in the fashion that thev thought 
was their right. Business manager 
Seitz and Advertising Manager Craft 
were ready to meet representatives of 
the various concerns in their individual 
capacity, and quote the best figures to 
each that are named to any other ad- 
vertiser of the same class on the same 
terms; but a decided stand was taken 
against the arbitrary demands of the 
“combine.” 

The result is that none of these dry 
goods concerns has been a user of space 
March 1. There 


Is 


in the World since 
are not many who sympathize with 
them. Competitors not in the pool are 
seriously considering taking half and 
whole pages in the World, to make the 
most of their chance through absence 
of announcements of rival houses. 
There is good fighting material in the 
World business office, and the end is 
not yet. 

This is simply another in a series of 


deadlocks between New York dailies and 
the managers of big departme nt stores, 
singly and in combination. The always 
accompanying friction and loss of busi- 
ness to both parties are deplored by the 
publishers and managers, yet in every 


case, from the newspaper viewpoint, 
they have been in the right, holding out 
for uniform dealings and one rate to 
all comers.—Newspaperdom. 
mae 

MARRIAGE AND ADVERTISING. 
The recent marriage of a Japanese 
couple in New York, under the auspices 


of a certain department store, has called 
attention to the so-called ‘‘novelty,”’ but 
is not by any means rare in some places 
as an advertising card. A writer in the 
New York Times tells of a shrewd 
couple who managed to make a profit- 
able business of being married in public 
at various places out West. They were 





married six times, for advertising pur- 
poses, while on their honeymoon trip, 
and finding it a paying venture they 
went into the business on a sort of the- 
atrical basis. The plan is thus describ- 
e fhe young man would go to a 
iict-inabiies town and arrange with 
some hustling firm for a _ spectacular 


wedding in the store to 
Nominally this ceremony 
tain prize in the dealer’s specialties, but 
really for a cash consideration. They 
found all the business they could attend 
to for a couple of years, and were mar- 
ried not only in Michigan and Ohio, 
but in. Nebraska, Iowa, Kansas, Indiana, 
Illinois, Kentucky, Missouri and Minn- 
esota,. and in several other States.— 
Reading (Pa.) Times. 
i oie = 


was tor 


of 
\ ad- 
for himself. 


Many a man has been convicted 
forgery because he took Solomon’s 
vice and chose a good name 


be advertised. | 
a cer- | 


PRINTERS’ 


| 





INK. 
PRIMITIVE 


During the first 
in Mexico, before we 
runners brought all my mail and corre 
spondence frequently from the Cape, 
distant nearly two hundred miles. They 
carried it in a handkerchief tied around 
their loins. ‘They were absolutely re- 
liable. I never knew them to fail. Even 
after roads were buiit and teams run- 
ning regularly upon them, the runners 
were frequently employed. Once it was 
my good fortune to overtake the most 
celebrated of them. I was in a light 
buggy which I had had built especially 
to enable me to make rapid journeys 
to the capital, distant about forty-five 
miles the old road. had a noble 
span horses seventeen and a half 
hands, which the natives called ‘“‘los 
elefantes.”’ It was a down-grade travel 
ing north, the road in the foot-hills 
excellent. On nearing the coast it be 
came sandy and heavy. I was driving 
at a fine, easy gait, when I saw a 
man some distance ahead throwing a 
ball, apparently, which he would over- 
take and throw again and again. I 
quickened my pace, but the runner 
also spurted, and thus we traveled for 
nearly an hour, when I overtook him. 
I then discovered that he threw the 
ball with his foot, without pausing 
or stooping. He was returning from 
the delivery of a mail, and varied the 
monotony of the journey in that man- 
ner. He kept pace with me with ease, 
and when we reached the heavier por- 


MAIL 


BAGS. 
years of my stay 
had built roads, 


few 


on 
of 





tions of the road passed me. I after- 
wards learned that the ball was of 
wood, and that it is a favorite prac- 
tice of the runners.—Henry S. Brooks, 
in New Lippincott. 
7 - 

An advertiser’s success may depend 
much upon the papers he keeps his ad 
out of. 





ARRAN GED BY STATES. 


Advertisements under this head 
each time. By the year $26 a line. 
other than 2-line initial letter. 
in one week in advance. 


ALABAMA. 


a ,HE age E, semi-monthiy 4ps9ges. Send 
rates. . R. DAVISON ub., Kempsville, Ala. 


DR: ACTICAL WEATHER. Published once a 
month, Publishes Dunne’s famous Forecasts 
of the Weather, the most accurate and reliabl 
long range forecasts ever appearing in print, 
based on terrestrial meteorological data, and on 
as sound scientific prince iples as those of our 
National Weather Bureau’s, It also publishes 
interesting articles on the philosophy of the 
weather. 
PRACTICAL WEATHER circulates in every State, 
also Canada and Mexico and our new possessions. 
It also goes to India, Australia,and nearly all the 
countries in Europe. It has some of the best in- 
telligence of the world among its -ubscribers, 


50 cents a ‘line 
No display 
Must be handed 








for 














| representing almost every profession, trade and 


| cation. 





calling. It is truly cosmopolitan and an Al 


| advertising medium for this and foreign coun 





tries. Rates for Bore say furnished on appli 
Address PRACTICAL WEATHER I’UB 


LISHING CO., Montgomery, Ala. 


GEORGIA. 


QoUu THERN FARMER, Athens, 





Ga. Leading 
Thrifty 
Covers South 
cvertising rates very low. 


‘ Southern agricultural publication 
people read it 
and Soutiiwe 


22,000 monthly. 


st, A 
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ILLINOIS. 


HE J Ji aly ested age SCIENCE OF O§ 

Dat. J. M. LITTLEJOHN, Pres 
Am, (oliewe of PAD a Medicine and Sur- 
sery, editor. 1 Warren Ave., Chicago, Il. 


TEAR LY one million Italians reside in the 

4 United States. ‘Ihe best way to get their 
trade is by advertising ip L’ITaL14, the old and re- 
liable Italian newspaper which enters every Ital 
ian household in the United States. Address 
Main Office, 101 E. Harrison St., Chicago, Ill. 

\ ARVELOUS~— The substantial Som of East 
“ St. Louis, Ill., is a marvel. “With no 
Boom ” it has increased one hundred pe e vent in 
a decade. Manutacturing interests have found 
in her contiguous coal fields and numerous rail 
road lines, the desired requisites for an ideal lo- 
eation. Her municipal institutions have — 
pace with her commercial progress 
churches, schools and public buildings evince 
1er excel- 
containing many thousand vol 
8 the ethical progress she has made. 
" apt afford to ignore this “inpeges 
metropolis, and can find no better medium to ac 
dress the best citizens of East St. Louis than the 
JUVENILE MONTHLY. It reaches the 
sive and —— nt citizens. It is the women’s 
favorite. It is progressive. For rates address. 
ADOLPH B. SUESS, East St. Louis, Llinois 


INDIANA. 


Ts FREEMAN is read by over 80,000 negroes 
each week. Its circulation is national and 
is an excellent mai! order medium. It is supreme 


in this field. GEo. L, _ KN )X, Pub., Indianapolis. 


KENTUCKY. 


‘| HE RECORD, Greenville, Ky. Only all home 
print paper in councy. Fine m medium. 


MAINE. 


yo reach Rockland (Me.) people— best, quickest, 
cheapest—advertisers use the DaILy STAB. 


TF you want to reach Lastern Maine your ad 
& must be in the Rockland ge — GAZETTE. 
See our, Lake w York agent, 8S. S. VREELAND, 150 
Nassau St., who will tell you our story honestly 
and A a ‘you lowest rates. 


MINNESOTA. 


\GVENSKA AMERIKANSKA FOSTEN, Minne- 
‘ apolis, Minn., is the largest in size and circu- 
ney of any Scandinavian paper published in 
the U. 8. Averagecirculation per issue for 190, 

ieee It has a larger circulation than any other 
weekly paper published in Minnesota ed at least 
12,000 copies each issue. It is the vertising 
medium par excellence of the Northwest, a fact 

which leading general advertisers willingly con- 














the spirit of material progress, while 
lent 


pevive bs 











progres- 





























cede. Sample copies, rates, etc., furnished on 
application. 8 SWAN J. TURNBLAD, Publisher, 
inneapolis, Minn. 





MISSISSIPPI. 


‘HE South is booming as never before in its 

history. Why not ride in on the crest of 

the waves! You can’t enter Mississippi terri- 

tory successfully (the most prosperous section) 

without an ad in THE HERALD, Water Valley, 

Miss. All home print, largest circulation and 
stands first in the c onfidence e of the pe eople. 


NEW YORK. 





INK. 43 
MICHIGAN. 
7 HE ECHO, Harrisville, covers Northeastern 
Michigan. 





WISCONSIN. 





I ODGE COUNTY FARMER, Beaver Dam, Wis. 
Stock raising and farming. Circ’n 1900, 1,416, 


CANADA. 


( ‘ANA - AN ADVERTISING is best done b; 
E. DESBARATS ADVERTISING AG 








THE 
INCY, 
Montreal. 





CLASS PAPERS. 
ADVERTISING. 
JRINTERS’ INK is a magazine devoted to the 
general subject of advertising. Its standing 
and influence is recognized throughout the en- 
tire country. Its unsolicited judgment upon ad 
vertising matters is of value to intelligent adver- 
tisers as being that of a recognized authority. 
Chie. igo (Ill. ) News. 

PRINTERS’ LNK is devoted exclusively to adver- 
tising—and aims to teach good advertising 
m -theds—how to prepare good copy and the 
value of different mediums, by conducting wide 
open discussions on any topic interesting to ad- 
vertisers. Every subject is treated from the ad 
vertiser’s standpoint. Subscription price #5 a 

ear. Advertising rates, classified 25 cents a line 
t cach time, display 50 cents a line. 4-page $25, 's- 

rare 50, whole page $100 each time. Address 

*RINTERS’ INK, 10 Spruce St., New York. 








Displayed Advertisements. 


50 cents a line; $100 a page; 25 fer cent 
extra for specified position— if granted. 
Must be handed in one week in advance. 
REACH PROSPEROUS SOUTHERN PEOPLE 
By placing your ad in THE ILLUSTRATED YoutH 


AND AGr, Nashville, Tenn. Circulation 25,000; 
rate 15 cents per line. 


AUTHORS 
SEEKING A 
PUBLISHER. 








Manuscripts suitable for issu- 
ing in volume form required 
by established house. Liberal 
terms. Prompt, straightfor 
ward treatment. Address 


BOOKS, 141 Herald 23d St. 


The Frost (Minn. ) Record 


isa country weekly that is heid in high esteem by 
its readers, who are a thrifty and prosperous 
class of people. It is a good yo & -rtising medium 
to reach the country population who are settled 
in this part of the United States noted for its 
famous wheat fields. 


JINIQUE MONTHLY. New Man- 
agement. Bona fide and provable circulation 
100,000 copies. 48 pages; 7x10 inches. I ]lus- 
trated. Original Features. Poetry. Prose. 
Fiction, Story. Five cents copy; fifty cents 
year. Rates, 60 cents per line; $200 per page; 
half page $115; quarter page $60. Pages 7x10 
inches; 420 agate lines to page; columns 33 
ems wide; three columns to page. Forms for 
May issue close April 12. Office, 489 Fifth 








T= GAEL—the le: ading American-lIrish maga 

zine—a handsomely illustrated monthly 
magazine devoted tothe Literature, Language, 
Music, Art, Industries, Antiquities, ete., of Ireland, 
It is the only distinctively Lrish literary maga 
zine catering to the millions of refined and cul- 
tured Lrish and Irish-Americans in the United 
States and Canoda. Being the only non secta 
rian and non political Irish magazine published 
in this country, it is taken and read by mem- 
bers of all parties and eat denominations. 

Published monthly at 150 Nassau St., New York. 
Subscription price $1.00 per year, ‘Advertising 
rates on application, 


Bishop of New York. 





Avenue, New York. 
THE 


OD 
AND ITY. 


By The Rt. Rev. HENRY C. POTTER, 
Cloth, 25 cents. 
May be ordered through any bookseller or will 
x” sent postpaid for the price by the Abbey 
Press, Publishers, of 114 Fifth Avenue, New York, 
London, Montreal and elsew here, who always 
issue interesting works, 

















for Publishers 
and Dealers. 


PREMIUMS 


Weare offering a magnificent new line of oa, 
Medallions, Buttons, Photo-Mirrors and advertis- 


ing novelties. The Medallions and Photo-Mirrors 
make the best mail order proposition on the mar 
ket. They are attractive, useful and cheap, and 
samples will be sent dealers ine losing their busi- 
ness card or letter head. Agents make big money 
As premiums for new subscribers to a mail order 
paper they cannot be beaten. SYLVO ART CO., 
53 State Street, Chicago. 

Official paper of the City and District. 

Only paper published in all this section. 


STILWELL STANDARD 


Successor to THE STILWELL TIMES. 
Vol. No. 38. Established 1898. 
Circulates all over Indian Territory. 
Issued Every Friday by Standard Printing Co. 

STILWELL, INDIAN TERRITORY, 
No fake advertisements taken. No prefe rred | 
positions given 
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ADVICE 
Gt. BRITAIN 


origin if the market is tackled properly. 





mail order, 


on adv 10. Trials ads 
any line, $!. G. M. WATHAN, R 80, 
mms DFOWNC i, Line oln, Nebraska 

offers a splendid fiela 
for goods of American 
Adver 


tising campaigns placed in the hands of GORDON 


& GotTcu, St. Bride St., 
have never been known to fail. 


London, Eng. (Estab. 1853), 
Write them. 


The Only Paper 
Troy that asks 


gets a dead flat advertis- 
ing rate is 


| The Sunday News. 


and 
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Imposing Stones 


Georgia Marble, 2 inches thick— 

strong, durable, well-made. 

Special Price, soc. sq. foot, 

cash with order. 

THE GEORGIA MARBLE 
FINISHING WORKS, 

CANTON, GEORGIA. 


FORTUNES FOR PEOPLE. 


If you wish to start in business, trade or pro- 
fession along the lines of the Great Northern Ry., 
which runsthrough the States of Minnesota, Mon 
tana, Washington and British Columbia, or along 
the line of the Union Pacific, running through the 
States of Kansas, Colorado, Nebraska, Utah 
along the line of the Chie: ago & Northwestern, 
running through the States of Illinois, Wiscon 
sin, Minnesota, Iowa, Michigan, Nebraska, Kan 
sas and Wyoming, address for full partic —— 
respecting the opening and population to LOUI 
HALLE, editor “American Adviser,”’ 87 eth 
ton St., Chicago, Ill., who will furnish you all 
information free of ¢ ‘charge. 


or 
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Send toc. for sample copy of ; 


a profusely illustrated monthly 
magazine, descriptive of the 
scenes, wonderful resources 
and opportunities of the great 
West. Better send $1 for a 
year’s subscription and receive 
the premium of a beautiful 
embossed booklet of Rocky 
MouNTAIN WILD FLOWERs, 
sent prepaid. 

618-620 Charles Block 

Denver, Col. 
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Money in Mining 
SEND POSTAL | MANUAL OP MINING and vear’s 
. | Subscription to MINING JOURNAL 


FREE. 


CARD FOR. 





, or} 








Its circulation is entirely 
urban, and among the 
wage earners of the city. 


THE SUNDAY NEWS, 


Vee 
les 


THIRTY ; 


' (Donthly 











Thirty Leading Churches 


Published for 
< Philadel- 


f ditferent denominations 
phia, New York, Boston, etc. 
EACH MAGAZINE 
is personally edited by the Pastor of its 
own chureleand read with a peculiar per- 
sonal interest by his own people. The 
finest families in the United States. We 
print a different magazine each day of the 
month—the thirty in thirty days. and use 
the same set of advertisements for all. 
This economy in printing and business 

management makes them 

AN EXCELLENT ADVERTISING MEDIUM 
for the generai advertiser, as proved by 
the fact that they carry pach ads as: 
Pears’ Soap, lvory Soap, Paker’s Cocoa, 
Uneeda_ Biscuit, Van Houten’s Cocoa, 

YXampbell’s Soups. 

And many others on annual contracts. 
They pay other advertisers and will pay 
you. Send for specimen copies and rates. 


THE CHURCH PRESS ASSOCIATION, 
200 So, 10th St., Philadelphia. 


in 




















Make no Investment in Mining or 
Anything until you investigate this. 


FREE 


After receiving these you will know what investment to make. 


AGENTS, we desire to correspond with you as well as with INVESTORS, 
404 Northwestern Building, Minneapolis, Minn. 


FRANK E. PLUMMER, 





Address 
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Phillips & Co., |'; 


1133 Broadway, New York. 


ADVERTISERS ALL OVER ||) 
THE WORLD. ) 
| 
) 
j 


Among others we represent: 
Mariani & Co., Vin Mariani; J. N. Jaros 
& Co., Russian Teas; Prince Brancac- 
cio, Royal Table Oil; Lengert Wagon 
Go., Bloomer Safety Three Wheeler ; 
Curo Chemical Co., Kuro Remedies; ]} | 
Medicura Soap Co., Medicura Soap; ) 
Frank Teller & Co., Royal Blue Cigars | 








i] 
We also have other large accounts ) ‘ 
under way. We are prepared to handle re 
more. It is to your interest to have our } So 
service, if you are a beginner or old-timer. 
We charge a fair compensation and do 
good, effective work. \ 


THE ADVISOR, |/{The Scranton Truth 


Nas, 





published by us, is the leading advertis- An Independent Afternoon Newspaper. 
ing trade magazine in the world. Sub- Circulation over 16,000 copies daily. Printed 
scription price $1 per annum, and choice | | \ in its own building, on its own linotypes and 
of valuable premiums. Send for sample | | # Web perfecting presses. l’opulation of 


\ Scranton 102,026. THE SCRANTON TRUTH’S 
gcirculation is mainly among regular sub 
| \ secribers at whose homes it is delivered by 


carrier. 
PHILLIPS & co., ; | BARRETI & JORDAN, Proprietors, 
1133 Broadway, New York. Scranton, Pa. 


copy—mailed free upon request. | 
The ADVISOR is an example of our work. } 
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FAR: Fou LT. Our paper is devoted 


~ to just what it’s « 
head line indicates 


...Farm-Poultry... I 


We have helped the farmer to see that he may make money out of his 
poultry. He has followed our teachings and made money; he has im- 
proved his poultry; has built better poultry houses and has used im- 
proved poultry appliances. He would have used yours if they had been 
‘ advertised in the paper he reads. Rateson application. 

22 Custom House St., BOSTON, 


I. S.JOHNSON & CO. ap 
| 





AN HONEST CIRCULATION. 
Why use papers of unknown cir- 
culation, or that refuse to submit 
satisfactory proof of circulation, 
when a few, including Farm News, 
have no secrets and base contracts 
on a guarantecd and proven circulation? You lose if you 
don’t use FARM News, Springfield, Ohio. Have it on 
4your rgor list. Consult your agent about Farm News. 
[L THE AMERICAN FARMER CO., Springfield, Ohio. 
bac Sop eee ee ait abot ———— | 
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' The Evening Journa 

3 Jersey City, N. J. 

= 

2 There isno paper in New Jersey with a more respectable or better satisfied 
2 clientele of advertisers than the EveninG JoukNnaL. The best houses in 
2 New York, Newark and all the establishments in Jersey City continually use 
“s its pages, because they find that advertising in the JouRNAL pays. 

7 Average Daily Circulation In 

2 1899 1900 

= 14,4806 15,106 
“TUAAAAAAAAAAAAAAARAAARAAAL MAMA MAAR AABAAAAAAAAA AMAAMAA ARARARARAAARADARAAAREAAR NALD HAA 


Youngstown, Ohio, Vindicator 


10,000 10,000 9,600 


LEADING DAILY IN NORTHEASTERN OHIO, 





For Rates Address 
LaCOSTE and MAXWELL, 38 Park Row, N. Y. 


Tel., 3293 Cortland. SPECIAL NEWSPAPER REPRESENTATIVES. 














THE BAPTIST -. -: 
COMMONWEALTH 


CFFFTFFFEFPETEAAEEAAGS SE 
A Medern, Up-to-date, Religious Journal. 


SSSA ASA anna: 








Now in its Eleventh Volume. It ITS TERRITORY. 
has absorbed several of its most Pennsylvania, 110,000 Baptists, 


Connecticut, 26,000 


worthy competitors, until it stands 


New Jersey, 55,000 - 
ee . Maryland 6,000“ 
at the head in its field. It is pro- oe oe ; 
- ~ Delaware, 2,100 
gressive, aggressive, well edited, = 
NOTE. 


and just the sort of a paper that 


Philadelphia has 38,000 Baptists 
and too Baptist Churches. 


appeals to home and family. % 











For advertising rates, sample copies, etc., address 
£ I , 


THE BAPTIST COMMONWEALTH, 
41420 CHESTNUT STREET, PHILADELPHIA. 
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The Daily Reporter | 
Indianapolis, Ind. 


is read by bankers, manufacturers, wholesale and retail merchants, 
professional and business men, etc. Has acirculation of 5,000 amongst 
aclass whoare able to buy, do buy and will buy. 


THE REPORTER PUB. CO., Publishers, 
77 Old Journal Building, Indianapolis, Ind. 











The Patriot 


HARRISBURG, PA., 


is a paper that goes into the homes. It does not 
acquire a large circulation through street sales. 
Thousands of its subscribers do not take any 
other newspapers. Do you realize their pur- 
chasing power? Do you want their patronage? 











To General Advertisers. 


In making up your advertising list for the season’s 
business, you are earnestly requested to inquire of the local 
merchants, and learn the true worth of the Columbus, Ohio, 
DAILY CITIZEN. 

We believe you will find the same second to none as an 
advertising medium in Central Ohio. 

The CITIZEN is liberally patronized by all the large ad- 
vertisers in the city of Columbus—is published daily, except 
Sunday, and has a guaranteed circulation of over 20,000 
copies daily. 

It will be to your interest to investigate the standing of 


The Columbus Citizen 


before deciding on the paper you will use in that city. 
E. T. PERRY, 
MANAGER EASTERN OFFICE, 103 TRIBUNE BUILDING, 
NEW YORK. 
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| The (Mi@anot@ce Agenoy 


PLACES AND SECURES 
| ADVERTISING 


It works only among small newspapers, reaching 
people that no other agency does. It distributes 
and places posters. Through it you can reach 
10,000 people at a nominal cost. 
THE MONITOR AGENCY, 


| MODENA, MISSOURI, 


PE 





BITTE 


Department Stores 


can give afirst-classillustrated home mag- 

azine, containing pages of their own ad- 

vertising, without expense. Find out how! 
L. RAYMOND, 

150 Nassau Street, New York City. 














Yesterday 


One year ago the Heratp had a daily average paid 

circulation of 8,000. 

piers year ago the HERALD carried a daily average of 
,120lines classified and 7,056 lines display advertising. 


Toeday 
The Heratp has a daily average paid circulation 
of 18,143. 
The HERALD carries a daily average of 4,000 lines 
classified and 10,700 lines display advertising. 


Place your advertisements in a live paper. 


THE DAILY HERALD 


Los Angeles, Cal. 
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CANADA 


Is the best customer 


United States possesses and 


‘Ta Presse’”’ 


Is the greatest advertising medium 


of this most fertile territory 


Sworn Daily Circulation: 


68,84. 


Which is 12,018 more than the Mont- 
real “‘Star.”’ Also 13,000 more than 
the combined circulation of the eight 
other French dailies published in 
Canada. 


Books open for inspection. 
Write for rates. 


‘‘LA PRESSE,’’ 
Montreal. 
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The CLEVELAND PREss, as is well known 
to the advertising world, can be used alone to 
cover Cleveland and Northern Ohio. No ad- 
vertiser can do a successful business in Cleve- 
land without using the PRess. 

The St. Louis CHRONICLE gives the ad- 
vertiser more circulation at less cost per thou- 
sand than any of its contemporaries. It circu- 
lates among the wage earners, who are the 
largest buyers of advertised products. Its rate 
is low, its circulation bona fide. Its daily out- 
put being over 50,000 copies, the general ad- 
vertiser using the CHRONICLE is bound to get 
results. 

In Covington, Ky., there is but one daily 
newspaper published, the CovinGron Post, 
the fourth paper in the Scripps- McRae League. 
Its circulation exceeds twelve thousand copies 
daily. The Covincron Post reaches the 
better class, as well as the general public, in 
and around Covington, and its circulation is 
larger than that of any other paper published 
in Kentucky outside of Louisville. 

For rates and other information pertaining 
to these four newspapers, address F. J. Carlisle, 
Manager Foreign Advertising, 53 Tribune 
Building, New York, or 116 Hartford Build- 


ing, Chicago. 


ener ie ei ire 
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ERE are a few 
Regarding facts for pro- 
_ spective adver- 
Advertising tisers to carefully con- 


sider before starting an 











advertising campaign and before selecting the 


newspapers they intend using. 


I. Convince yourself beyond question of a 
doubt that there is excellent merit in the article 
to be advertised. Remember you have the 


world for a critic. 


Il. Give plenty of time to the preparation 
of copy. Get up your advertisements, and 
when you think they are perfect lay them 
away for a day or so, then see if you can’t 
improve them. Simplify the matter as much 


as possible. 


I. In the selection of newspapers use 
only papers like the Scripps-McRae League 
list, having circulations that can be relied 
upon. It will prove a big saving to you. 

The first on this list is the CINCINNATI 
Posr. Its sworn daily average circulation 
for l‘ebruary, Ig0I, was 135,559 copies. It 
shows a healthy increase in circulation, popu- 


larity and patronage. 
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I Can Point the Way 





| Cannot Preach a Sermon but Through the Genius of Others 





My Plan is the Establishment of a Bureau for 
the Wholesale Broadcast Distribution 
of Christian Literature! 





not many months since I listened to a soul-sturring 
sermon, and I thought if this man’s voice could but 
——_———=]_ reach to the ends of the earth instead of being confined 

to these four walls; if all the world could but listen to 

him what a wonderful good he could do. And then 

I thought—how can I accomplish in a certain measure 
that which I would like to see him accomplish? And then I thought 
—cannot I establish a bureau of distribution from which I can send out 
the sermons of great pulpit orators, and other soul-stirring and Chris- 
tianizing literature in such immense quantities that the humblest who 
may desire may obtain? And I answered—I CAN ANDI WILL. I 
have established that Bureau, headquarters, Royal Insurance Building, 
Chicago. Through this Bureau as time goes on I shall distribute much 
literature absolutely free; shall distribute nothing but Christian litera- 
ture, and at all times and to all people shall distribute whatever I may 
have at the lowest possible cost. 

I earnestly invite all ministers of the gospel who have their ser- 
mons printed to correspond with me relative to their free distribution. 

This is to be a Century of Christian activity, Methodism alone 
has avowed its purpose to secure one million converts during the 
present year. Christian forces are active in every direction. My appeal 
is not to any one denomination. It is alike to all. In my own work 
I-am proceeding upon the theory that what we all need is to know 
more of Christ. How few of us really know Him! How few are 
acquainted with the fundamental principles of His life and teachings! 
You are familiar with the term electricity, but what do you really know 
about it? Almost as much and perhaps more than you actually know 
of Christ, and yet the principles He taught are as potent a power for 
happiness and success and good as is electricity in the mechanical 
world, 

My first great undertaking through my Buroau is to distribute one 
million copies of what appeals to me as the greatest series of sermons 
ever written, and by one of earth’s grandest en and sweetest singers. 
Their spirit is ennobling and uplifting, They represent religious force, 
fervor and sincerity, bursting forth in song—the song of the true poet. 

To-morrow I shall introduce the man whose thought I would that 
all the world could feel. 


See These Talks Each Day This Week. 


CAC a 


J ET me tell you how I conceived this idea. One Sunday 

















Headquarters: Royal Insurance Building,Chicago. 
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AND A HALF INCHES DOUBLE COLUMN, 





WHY BEGINNERS FAIL. 


solutely no value whatever. 





eginner in advertising is too money to be spent for advertising is 
consider the cheapness of rate limited, use some of the 
regard to circulation, and in low-priced mediums hey 
fritters away his money in cellent retur In proportion 
worthless mediums, without cost and carry the announcement 
returns. The most important nearly all experienced advertisers 
to consider about a paper is its vertising, Chicago 
A paper without a circu a 
lation large enough to bring replies is Some advertisers think that if their 
nat a cent per line. Amateur printer spreads himself on 
should be avoided—no matter naments and wave rules, 


ab- ly so.—American Advertiser. 


how tempting the price may seem. They artistic work for them. It is not usual 
always were and always will be of a 
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BUSINESS MANAGEMENT. 


How to get the full value of advertising by rightly conducting the business, and how to 
make business more profitable by a judicious system of advertising. 


By Chas. 


PITITTIS TIL 





With most lines of business, and 
in most papers, position is of con- 
siderable importance. It is not 
always worth all the newspaper 
asks for it, but it is sometimes 
worth a little more. In many 
towns and cities it is possible to 
get the same position for an ad- 
vertisement every day in the week 
the year around. I believe that 
this is a good thing to do, because 
people who are looking for your 
advertisement always know exact- 
ly where to find it, and wil! turn 
to it at once, instead of hunting 
through the paper for it, with the 
possibility of becoming sidetrack- 
ed by the ad of a competitor. A 
good position for a dry goods ad- 
vertisement or an advertisement 
appealing specially to women is on 
the fashion page or the one oppo- 
site to it. A sporting goods or 
liquor advertisement should prove 
most effective on the sporting page 
of the paper. An advertisement 
of men’s clothing I believe is best 
located as near as possible to the 
important news items, and so on 
down the line. In nearly every 
paper there is one best position 
for any line of business, and that 
position should be secured at its 
correct value. 

* * * 

Don’t allow yourself to get gay 
in your advertising. Don't try 
to be facetious, especially if you 
are advertising to women. It is 
a singular fact that humor in ad- 
vertising is almost wholly wasted 
on the average woman, and even 
those who appreciate jokes and 
fun do not care to have it mixed 
with business announcements. 
Confine yourself just as closely as 
possible to the plain facts about 
your business. It is all right, per- 
haps, to indulge in a little flowery 
language occasionally in advertis- 
ing millinery and things of that 
sort, but generally speaking you 


Subscribers are invited to ask questions, submit plans for criticism, or to give their views 
upon any subject discussed in this department. 
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will sel] just as much by printing 
plain, clear descriptions and pop 
ular prices. 

It is quite proper to indulge in 
a little sentiment at Christmas and 
Easter time and on some other oc 
casions, but don’t let it be very 
long, if you care to have it read 
to the end. There is no earthly 
use in paying for the privilege of 
printing a lot of high-flown lan 
guage, that will almost certainly 
be skipped, when you can _ put 
something with selling force into 
that same space. 

- * * 

No business man should discuss 
his private business affairs with 
his ordinary employees or in their 
hearing. Very often a careless re 
mark dropped by a clerk will do 
very serious damage to his em 
ployer, and sometimes a clerk will 
thoughtlessly repeat things about 
his employer's business that, if he 
were to think a second time, he 
would know to be not only hurtful 
to his employer but very much 
against his own best interests as 
well. Of course every business 
man should have one or more per 
sons in his employ with whom he 
can discuss important matters of 
business freely and without fear 
of having his confidénce abused 
3ut such consultations or discus 
sions should always be held pri 
vately, and no other employee 
should be taken into the confidence 
of his employer until he has dem- 
onstrated his ability to not only 
render intelligent judgments but 
to maintain strict secrecy as well. 
Loyalty among employees is al 
most absolutely essential to the 
success of any business, and it is 
one of the hardest things to se 
cure and hold If every clerk 
would remember that upon the 
success of his employer his own 
success depends to a very large 
extent, he would be verv careful 
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indeed to avoid any business gos- 
ip that might be detrimental to 
the hi stn and guard the secrets 
of that business as jealously as he 
would his own private affairs, or 
even more The merchant 
should be careful not to have in 
his employ a single person who is 
in any way disgruntled. If he 
even suspects that there is such a 
one, he should either find a way 
to make that person contented and 
satisfied with his position, or 
should at once dispense with his 
services. A dissatisfied clerk, one 
who is constantly whining about 
what he considers insufficient sal- 
ary or any of the other grievances 
common among clerks, will not 
only damage a business by his 
talk outside the store, but will 
breed a discontent among fellow 
employees as well. Such a_ per- 
son should not be kept a minute 


so. 


longer than is absolutely neces- 
sary. 
* * * 
Working rapidly or slowly is 


largely a matter of habit, and you 
should cultivate the habit of work- 
ing as rapidly as you can without 
slighting anything. If you cannot 
do your work rapidly and_ thor- 
oughly, by all means go a little 
slower and do it as it should be 
done. But the better way will 
come easy after a time if you per- 
sist. The man who is always just 
a little behind is likely to be quite 
a good deal behind when the time 
for promotion comes ; and he miss- 
es the satisfaction that comes from 
doing things on time. Don’t let 
this matter of making haste lead 
you to hurry customers in making 
their purchases; that would be a 
serious mistake and hurtful to 
yourself, When serving a_ cus- 
tomer never show a bit of impa- 
tience if the customer seems slow 
in choosing, and do not turn your 
back and go to work in your stock 
or begin to put up the goods you 
are showing until the choice is 
finally made. 

When the bill is handed you in 
payment for goods purchased, 
ways name the denomination of 
the bill to your customer to avoid 


a dispute-afterward as to how 
much money was handed you. 
Customers who are thoroughly 
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honest will frequently claim that 
they handed you twenty dollars 
when they have given vou but ten, 
and will often mistake a one dol 
lar bill for a two. If you always 
mention the amount that is hand- 
ed you before you have sent it to 
the cashier's desk, there will be 
no chance for such errors and you 
will take no risk of offending a 
good customer by a dispute. 
* * * 

Don't let your anxiety to make 
a good showing lead vou to sell 
goods that you know are not want- 
ed and that are bought reluctantly. 
No customer, especially among 
women, will ever feel entirely sat 
ished with a purchase that she 
feels has been rather forced upon 
her, and her natural tendency will 
be to at least avoid the salesman 
from whom she made that  pur- 
chase and possibly to avoid the 
store altogether. The clerk should 
bear in mind that his ability will 
not be judged by his sales for one 
week or month, but by his average 
per week or month for the year; 
and he should strive in every way 
possible to secure and hold the 
confidence and good will of every 
customer he waits upon. He 
should do this not only by cour- 
teous treatment and prompt ser- 
vice, but should, when asked, give 
the best advice he knows how, 
from the customer’s standpoint. 
This will do a great deal more to 
put him at the head of the class 
on the yearly reckoning than could 
possibly come from forcing sales. 
That old motto, “A pleased cus- 
tomer is the best advertisement,” 
may sound a little stale, but it is a 


prettv good thing to remember, 
just the same. 
If a customer makes any re- 


quest that you are obliged to re- 
fuse, always do so pleasantly and 
courteously and give the reasons 
why vou are not allowed to do 
what is asked. Don't simply say 
it is against the rules and let it go 
at that, but tell why the rule was 
made. Sometimes what would 
seem to a customer to be an arbi 
trary rule will be shown, by a little 
explanation, to be entirely fair and 
perhaps actually for the custom 


er’s own benefit or protection. If 
in any particular case it seems to 





PRINTERS’ 


you that an exception should be 
made to any rule. or if the cus- 
tomer seems to want a rule con- 
firmed by some higher authority, 
you should consult you floor walk- 
er or manager without any show 
of impatience or offense; and in 
case an exception is made for your 
customer, you should explain just 
why it is made, in order that some 
other customer who may hear of 
it, after having been refused the 
same favor, will not feel that any 
favoritism has been shown. 
* * * 


rule 
be 


to rules—no 
made that cannot 
pretty closely adhered to in all 
cases. A rule that is subject to 
many exceptions is hardly worth 
the making. Not only this, but a 
multiplicity of rules tends to con- 


Referring 
should be 


fuse a clerk and to lessen his or 
her usefulness without doing any 
particular good. Each clerk 
should be furnished with a copy 


of the store’s rules in a conven 
ient form for carrying in the pock 
et, and should be required to read 
the rules occasionally in order to 
know exactly what to do under 
certain circumstances without 
looking the matter up. In a store 
of my acquaintance where each 
salesman was furnished with a 
copy of the rules in the form of a 
little booklet, there came a time 
when it seemed as though almost 
every rule had been forgotten, so 
persistently were theyignored. The 
manager posted a little notice in 
the coat rooms requesting every 
employee to read the rules and to 
follow them closely. But this 
seemed to make no difference ; and 
he finally went so far as to post 
a notice requiring a reading of the 
rules and the signature of each 
clerk at the bottom of the notice 
to certify that this had been done. 
The penalty for failure to do this 
was discharge. This notice re- 
sulted in the resignation of one 
salesman who felt that his person- 
al rights were being interfered 
with. But it also resulted in a 
better understanding and execu- 
tion of that store’s rules. It will 
not often be necessary to go so 
far as this, the conditions in this 
case being very exceptional, but 
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every store having rules—and 
every store should have them— 
should insist upon their being 


read and understood by every em 
ployee who needs to know them. 


* * 


If you are a salesman don't be 
afraid once in a while, when your 
house is especially busy, to cut 
short your lunch hour a little. You 
need not make a practice of doing 
so until it is expected as a matter 
of course: but do it when it really 
seems best for the business that 
employs you. It may be some tinte 
before you will see any evidence 
of appreciation on the part of your 
employer. In fact, he may never 
indicate that he knows of it; but 
you may be sure somebody will 
notice it, if he doesn’t, and that if 
it does not lead to promotion it 
may lead to a better position in 
some of the houses that are con 


stantly on the watch for clerks 
who take a real interest in their 
employer's business. Of course, 


if you cut short your lunch hour 
only to come back to the store to 
lie around on the counter and do 
nothing, you may well take 
your full time for eating. And 
probably this one thing would do 
you no particular good unless you 
showed in other ways that you 
had your employer's best interests 


as 


at heart. But this is one of the 
little things that ought to help 
you. 

* * * 


The display of an advertisement 
is very important, because an ad 
vertisement must first get atten 
tion before it can influence pos 
sible buyers; and the principal 
way of getting this attention is 
through the display. What would 
be good display in one paper 
would be very poor in another, so 
much depends upon the styles of 
typography that are followed in 
different papers. For instance, in 
a paper in which heavy borders, 
big black type and splurging name 
plates are used, an advertisemert 
with a border set in lighter type 
faces and with the signature in 
type would be very conspicuous 
by contrast with the other ads in 
that paper; especially so if it has 
a good wide margin of white 
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space all around it. In papers 
where such ads as the one I have 
described are the rule, ie dis- 
play would mean a striking border 
and name plate, with head lines 
and prices in the blackest of type. 
Good display is pretty largely a 
matter of striking contrast, and as 
a rule the more striking the con 
trast between your ad and that of 
other merchants, the better your 
display will be. It is not always 
advisable to make radical changes 
in the display of an ad if you have 
followed one particular style so 
long that people have come to as- 
sociate it with your business at 
sight. In such cases, unless it is 
plain to you that your ad is very 
weak in the style you have fol- 
lowed, you should go rather slow- 
ly in making a change. It is high- 
ly important that your ad should 
be recognized at a glance by those 
who are your regular readers or 
are looking for it. 

x 


* 

There is one thing I want to 
say to clerks in men’s furnishing 
goods stores, and that is to al- 
ways be careful when selling col 
lars, cuffs, light-colored ties or 
other goods that are easily soiled, 
to pick out clean ones. A _ cus- 
tomer who discovers, on reaching 
home, that the collars he bought 
to wear on that evening are all 
finger marks, is not likely to feel 
particularly pleased with the store 
where he bought those collars or 
with the salesman who sold them 
to him. This is seemingly a small 
matter, but some men are just un 
reasonable enough to lay up a 
thing like this against a store and 
to take their trade elsewhere. And 
in cases where the store also sells 
clothing. this means not only a 
loss of collar sales but of possible 
suit sales as well, It is the little 
things that count in a retail busi- 
ness, and if a customer sees that 
a clerk is taking pains to pick out 
fresh, clean goods for him (and a 
clerk should let him see it) it will 
be appreciated and remembered. 
A good salesman will be careful 
in selling collars, gloves, hosiery 
and other articles that run in sizes 
to find out as nearly as possible 
just which size his customer 
should have. I know it is a com- 
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mon practice, especially in busy 
times, to sell a customer almost 
any size in order to get his money 
and get rid of him, assuming that 
if the customer gets the wrong 
size he will return within a few 
days and make an exchange. This 
is poor policy, because the cus 
tomer is pretty sure to resent your 
carelessness if he is put to any in 
convenience; and he is just as like 
ly to return for an exchange at a 
busy time as when it is dull. In 
either event you have to serve him 
again, and he is annoyed. Of 
course, if a customer asks for a 
certain size, he should be given 
that size unless the clerk in some 
way happens to know that it is 
not the correct one. But when a 
customer is at all uncertain, the 
clerk should do his best to find 
out what the right size is 
+ * * 


[ saw in a jewelry store window 
the other day a window card idea 
which, while it may not be new, 
is certainly very good and can be 
used for other lines with excel 
lent results. Each article in the 
window had just above it, or, in 
some cases, directly under it, a 
card about three by five inches on 
which was typewritten a brief lit 
tle story in the conversational 
style and a price. I do not recall 
the wording on any of these cards. 
but it was bright and snappy in 
every case and carried the im 
pression that the article to which 
it pertained was really an unusual 
value at the price named. I be 
lieve that this idea is even better 
for the shoe, clothing, furnishing 
goods and other lines than for th« 
jewelry business. Take a clothing 
window, for instance, in’ which 
are shown quite a variety of suits. 
no two of which can be adequately 
described in the same language on 
a single large card. A large card 
could be used to call especial at 
tention to some general character 
istics of the suits displayed or to 
some feature of the sale—if it is a 
sale—and then a smaller card can 
be placed upon each suit, telling 
what the material is, how it is put 
together, the price and any other 
detail that would be likely to in 
terest a possible customer. The 
large card, if attractively designed 
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ana worded, will tend to draw the 
passerby up to the window and 
within easy reading distance of 
the smaller cards Phe smaller 
cards are not large enough to hide 
anything, and if cleverly worded, 
ought to effect a great many sales 
by bringing into the store many 
people who are simply looking 
around without eany definite idea 
of what they want or where to get 
it. Very often the possible cus- 
tomer looking into your window 
will wonder about the mi iterial and 
the making of a suit, but will not 
take the trouble to go into your 
store and ask the questions that 
occur to him, especially if he is 
not quite ready to buy. The little 
card will answer these questions 
for him and at the same time will 
show a willingness on your part 
to give information about your 
goods without being asked. It 
will frequently be inferred that 
the suits bearing these little cards 
are particularly good values even 
though they are not marked down. 
But be careful and not make them 
too long-winded. 
* * 


Next in importance to the mat- 
ter of granting credit is the man- 
ner of refusing it. The credit 
man of any concern, whether he 
be the proprietor or an employee, 
must use a great deal of tact and 
judgment in turning down unde- 
sirable credit risks. Of course, 
every house doing a credit busi- 
ness should have a carefully con- 
ceived system for investigating 
and ascertaining the reliability of 
every applicant for credit. And 
after a decision has once been 
reached, there should be no quib- 
bling or evasion. If your decision 
is favorable, simply tell the cus- 
tomer that you are very glad to 
trust him on certain terms, and 
put those terms in black and white 
for his benefit as well as your own. 
If, on the other hand, you find 
that you cannot safely take the 
risk, tell your customer frankly 
and honestly but tactfully why you 
do not care to trust him. He will 
respect you a great deal more for 
this and will be more likely to 
trade with you on a cash basis 
than if you were to-tell him that 


you were not opening any new ac- 
counts or that your capital is not 
sufficient to allow of your extend 
ing credit or any of the dozen of 
other un‘rue reasons that are given 
by merchants who lack the courage 
to tell the truth where there is a 
possibility of its costing a cus- 
tomer. Any customer who knows 
anything at all will know that, if 
the reasons given above were true 
reasons for refusing him credit, 
you would have given them at the 
beginning and would not have in- 
vestigated his responsibility in any 
way. In this connection I want 
to say that, when a customer who 
is known to all your clerks as a 
credit customer of your store, has 
gone beyond the limit you have 
set and you wish to discontinue 
trusting him, you should notify 
him by mail at once. If the 
customer afterwards comes in and 
asks for credit, he should be re- 
ferred to the office. Under no cir- 
cumstances should an order which 
the customer has placed under the 
impression that his credit is good, 
be withheld from delivery if the 
goods ordered are necessities and 
for immediate use, such as grocer- 
ies, medicines, etc. Never notify 
a customer through his servants 
or children that he has exceeded 
the limit of his credit and that you 
do not care to trust him further. 
You should not even send such a 
message by his wife if it can pos- 
sibly be avoided. Most men feel 
that they want to take care of such 
matters personally and will count 
it a serious affront if they are 
refused credit through somebody 
else. It is often possible to shut 
down on a credit customer in such 
a pleasant, easy way that he will 
continue to trade with you, paying 
cash and eventually pay the old 
account too. It is one of the 
easiest things in the world to do it 
so offensively that you will not 
only lose all his cash trade but the 
old account as well. It is often 
advisable in such cases to suggest 
to the customer that he continue to 
trade with you, paying cash, and 
pay the old account little by little 
after which you will once more 
extend to him the accommodation 
of credit. I have seen this prac- 
ticed with excellent results. 
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TruthMustPrevail 


** You can make a stuff you call ink and it will be as much ink and as good ink as any of 
the bargain matinee-priced products sold under the get-the-money-first plan. 


The above remark was printed on a large postal 
recently mailed by my esteemed competitor, “ Ink 
Thinks,” who, no doubt, was offended at my publish- 
ing the following letters, which appeared in my 
advertisement of January 30: 

Inquiry. 
Mr. PF. 1. Jonson, New York City: Cincinnati, O., Nov. 1g00. 
DrAR S1r—Please quote us your best price on about 35 lbs. of green ink ike sample 
label inclosed. This ink is to be used on coated lithograph paper sane as sample, and we 


want a nice quality of solid color to lay smooth on this paper. 
We want to see how much you can beat “ Ink Thinks ”’ on this order. 


Your reply by return mail will greatly oblige Very truly yours, 
- OPPENHEIMER & Co, 
Quotation. 
Messrs. Oppenheimer & Co., Cincinnati, Ohio: New York, Nov. 5, 1900. 


GgNTLEMEN—Your favor of the 3d is at hand. I will guarantee to give you a green ink to 
match sample submitted for fifty (50) cents a pound in thirty-five to fifty pound lots. This ink 
will have a good solid color and will work smoothly on coated paper. Hoping to be favored 
with your order, I am Respectfully, PRINTERS INK JONSON. 


Order. 

P.1. Fonson, Esq., New York: CrinctnnatTt, O., Nov. 9, 1g00. 

DEAR Sir—We accept your offer of fifty cents per pound for green ink quoted us a few 
days ago, and wish you to send us by express immediately forty (40) pounds of the same. As 
stated in our inquiry, this ink must be of good quality, dense color and work properly on coated 
lithograph paper. We wish you would try this ink carefully for color before sending out, as 
we do not want to have any mixing to do when we receive it. We want you to make this color 
just a trifle darker than the sample herewith inclosed, but not very much darker. We hope 
you will give this your immediate and careful attention, as we need it at once. 

We inclose check for twenty (20) dollars, Very truly yours, OvPENHEIMER & Co. 


Testimonial. 
P.1. Fonson, New York: CincinnaT1, O., Jan. 16, 1901. 

Dear Sik—We inclose you samples of the work done with your green ink and wish to say 
that although the ink makers here said that it was impossible to get a good green ink at the fig- 
ure you quoted, we found that your ink was enurely satisfactory and did the work fuliy as well 
as the higher priced inks did before. 

If we had ordered about 75 pounds of this ink instead of 40 we would have saved more 
money on the job, as we found our calculations were all wrong and_we had to order some ink 
here for a portion of this work, although your lot was sufficient to finish all that portion which 
was run on coated paper. We shall let you hear from us in the future on anything we need in 
your line. Very truly yours, OprENHEIMER & Co, 

The joke of the whole affair is that the expert who writes 
“Ink Thinks’ ’” literature used my inks for years and found them 
satisfactory, but when this concern showered work on him which 
they were unable to do, he could not conscientiously continue 
to use my goods and blackguard me at the same time. 

If my stuff called ink is so poor, it seems rather strange 
that I should catch over seven thousand different concerns in 
seven years and inveigle them into sending me. over seventy 
thousand orders, and still be doing business with them. 

Send for my price list and compare it with what you have 
been paying, Address 


PRINTERS INK JONSON, 


13 Spruce St., New York. 
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Street Car Advertising. 




















The best and cheapest advertising is that which gives the 
largest amount of results in proportion to the amount of money 
expended. In street car advertising the maximum of circula- 
tion is secured at the minimum of cost. It is acknowledged by 
the majority of successful advertisers to be one of the best 
forms of publicity. ‘The wonderful strides it has made in recent 
years bear striking testimony ta this fact. 

Street car advertising has a greater hold on its patrons now 
than ever before. This is due in a great measure to the satis- 
factory results obtained and the perfection with which an adver- 
tiser can know exactly what he is buying. 

Of course, street car advertising will not sell everything. 
It is essentially advertising which appeals to the people—the 
masses—for it is they who ride in the street cars. Hence it 
comes that those who have an article needed by, and at a price 
that can be paid by, the masses are sure to sell it if they adver- 
tise it well in the street cars. An advertiser with such an article 
will make a great mistake if he ignores the street cars when he 
makes his advertising appropriation. 

Following the lead of others is not always practicable, but 
it is reasonable to suppose that, as street car advertising has 
proven profitable to other advertisers, it will prove profitable to 
still more. 

All advertising that is persistent in putting the name of an 
article or firm before the public in an attractive manner is good 
advertising when the expense is within reason: street car ad- 
vertising comes under this class. Many large advertisers are 
patrons of this form of publicity. They began a long time ago 
and they still use it. For years they have been steadily going 
on building up for themselves great business successes. 

The cities embraced within the street car advertising 
circuit controlled by George Kissam & Company are full of life 
aud hustle. Up-to-date business men advertise liberally and 


steadily in their cars. ‘The combined population of forty of 
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these cities aggregates five million and a half people. Five 
million and a half people at the command of the advertiser! 
Think of the entries to the many homes which merchants can 
secure through the use of street car cards in these cities ! 

If one will count over the households within his knowledge, 
and think how closely they are brought in touch with the adver- 
tised article, and recall with what eagerness the cards are read, 
he will readily understand why‘it is that street car advertising 
has become such a force in modern business. 

With the advent of spring, bicycles secure much attention. 
That it pays to advertise them in the street cars is no longer 
considered doubtful. The returns prove the value of the me- 
dium, Many a possible buyer of a wheel has his or her mind 
made up by the rightly worded card of a bicycle manufacturer 
or dealer, and many persons come to the bicycle store to investi- 








gate, see, and be convinced—and they are drawn there by the 
invitation given them-on the street car card. The George N. 
Pierce Company advertises the Pierce Cycles with a handsomely 
lithographed card. The reading matter is brief and to the 
point, and the card makes a good appearance. It is placed in 
many of Kissam & Company’s cars. 

The L. Hoster Brewing Company, of Columbus, O., are firm 
believers in street car advertising and keep their cards in the 
cars year in and year out. ‘They have been a regular and per- 
sistent advertiser in the cars of Kissam & Co, for the past seven 
years and have just closed another contract for the year begin- 
ning April 1. ‘Their cards are always strong and attractive and 
are changed frequently. ‘The one shown here gives a fair idea 
of their advertising. ‘“ Drank by everybody everywhere.” The 
truth of this statement may be judged by the fact that notwith- 
standing the numerous other beers on sale in New York City, 
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there is a large and increasing sale of the Hoster beer also, and 
many hotels and restaurants carry this brand. ‘The card shown 
here is carried in all the cars 


of Columbus, O. 

The success of street car 
advertising depends largely 
upon the service rendered. 
The one thing to remembe, 





Our Wiener Bottled Beer !s like the U.S. Navy 








= a ol 


Drank by everybody everywhere. 








in contracting for space is ox The L. Hoster Brewing Co, Columbus, 0. U.S.A 





that it is best to deal with a 

reliable agency, one whose connections over the entire field are 
such that every little detail of placing, changing, checking, etc., 
can be competently and thoroughly carried out. 

George Kissam & Company fill all these requirements. 
They have the cars, the plans, the ability and the experience 
that have made money for others and they can make money for 
you, System in street car advertising as applied by this firm 
means success. Business methods, certainty of circulation and 
insertion, minimizing of waste—all of which stands for profit— 
this is the kind of service received from George Kissam & Co, 
In this regard, to their credit be it said, they take the greatest 
pains to bring success to all their customers. Their best 
claim to new business is the proof that they have brought suc- 
cess to many others. If you are interested in street car adver- 
tising, taik the matter over with them. 

Somebody has said that advertising dates back to the day 
of the town crier. Probably so, but the present day advertisers 

have realized that the street 





, Our kind cars afford a much better 
Hear \ e! the po kind : ; 


means of attracting public 
Spring top Coats acting public 








and suits attention. Babbitt & Com- 

abbit KC pany, clothiers, of Albany, 
Babbitt & Co. WT Been o eeiiiliaas ae 

Sram neni N. Y., have a striking card 

Prive eign ALBANY in the local cars. In one 





corner is a picture of a town 
crier swinging his bell aloft and supposedly shouting, “ Hear 


ye! 


ground. This card stands out very prominently and has proven 


The lettering is in green and black upon a white back- 


a good advertisement for this firm. 

An advertiser who wishes to sell a commodity that the pub- 
lic wants should get his advertisements before a large number 
of people; this can be accomplished by putting the advertise 


ment in the street cars. 




















PRINTERS’ INK, 
This card of Cowperthwait’s makes a direct and plain 
statement of fact—the firm 
name, the address and the 





COW PERTHWAIT’S 


121st Street and 3rd Avenue. ‘ ; 
— it does not contain any store 
For Reliable news, it serves as a gentle 


Furniture and Carpets reminder and brings cus- 


line of business—and while 








Reference:—3 Generations of Customers. tomers to the store The 











bottom line takes the eye, 
“ References :—Three generations of customers.” ‘That is a 
good recommendation, ‘These cards are carried in all the New 
York City cars of Kissam & Co. 

If you have a good article, and are ready to advertise it in 
the street cars, place your appropriation in experienced hands. 
If your advertising is worth doing at all it is worth doing well. 
Kissam & Co. handie street car advertising exclusively, and do 
the largest business of the kind in the country. 

Here is a card that partakes of the character of a newspa- 
per advertisement in that it gives prices on several articles. 
The tasty combination of types, 





borders and coloring, together 
with the cut in the upper corner, 


(Extraordinary Sale 
Ss BLACK SUITS 





makes an attractive and neat Black Coats and Vests 
oon ° a 4 | And Fancy Trousers 

card. The advertisers, Steefel — —=- 
soe Union Choibing Co. 








Bros., of Albany, N. Y., are 


liberal users of street car space 





and their cards appear in all the cars of Albany. 

Kissam & Co. control the exclusive advertising privileges in 
over five thousand regularly operated cars in the principal cities 
of the United States and Canada, including, among others, New 
York City, Brooklyn (“ L” and Surface), Buffalo, Albany, ‘Troy, 
Schenectady, Utica, Rochester, Amsterdam, Newburg, James- 
town, Gloversvilie, Herkimer, Mohawk, and Ilion, N. Y.; 
Newark, Trenton, Elizabeth, New Brunswick, N. J.; Pittsburg, 
Allegheny, and Erie, Pa.; Chicago (North and West Sides), 
Aurora, Elgin, and Springfield, Ill. ; Cincinnati, Columbus, and 
Hamilton, O.; Minneapolis, St. Paul, Stillwater, and Duluth, 
Minn. ; Milwaukee, Madison, and West Superior, Wis. ; Denver 
Col., and Hamilton, Can. 

Those who desire information on the subject should consult 
with Messrs. Geo. Kissam & Co., 253 Broadway, New York 
City, or through any of their branch offices, 
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RIPANS 


Ripans Tabules are the most 
convenient form of medicine. 
They require no spoon—no meas- 
ure, no glass. The dose is always 
accurate. They can be carried 
in the pocket, are convenient for 
travelers, tourists and camping- 
out. They are always ready at 
the time of need and they always 
help to cure or greatly relieve in 
cases of digestive troubles, consti- 
pation, biliousness, sick headaches 
—no matter whether these ail- 
ments are the result of excesses, 
sedentary mode of living, or a nat- 
ural predisposition. Ripans Tab- 
ules promote appetite, stimulate 
the liver and bowels, induce sound 
sleep, prevent constipation and 
headaches, and restore strength 
and stability to a weakened ner- 
vous system. They are for men, 


women and children. One gives 
relief. 
There 


is scarcely any condition of ill-health ee is not benefited by the 
‘asional use of a R*I"P*A‘N’S Tabule, and the price, ten for five cents, does 
ne i bar them from any home or justify any one in enduring ils that are 
easily cured A family bottle er ge 150 tabules is sold for 60 centa. 
For children the chocolate cvated sort, or 24cents, are recommended, 
For sale by druggists. 
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COPIES 


Inquirer, ... . 17,854 
Record,.... 15,/56 
North Amer., 7,899 
Times, .... 4,134 
Pub. Ledger,. 2,616 
Press,..... 1,507 
@eee 

HE above figures repre- 
a7 sent the total number of 
Philadelphia morning 
newspapers sold by 1,056 news- 
dealers in all parts of Philadel- 


phia and Camden, N. J. The 
addresses of the entire number 


with the number of copies of each newspaper sold by each indi- 
vidual dealer were printed in the Inquirer February 24d, and 
have not vet been disputed. This is but another proof that 


THE CIRCULATION OF 


The Philadelphia 


INQUIRER 


is greater by many thousands than that 
of any other newspaper in Pennsylvania 


Average Circulation during 1900, 170,905 copies daily. 
Average Circulation during 1900, 168,325 copies Sun. 
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